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Flexible Space Controls by Mills 


Only Mills builds such economical change into your movable wall system. Mills design makes every part re-usable 
every new arrangement as trim and solid as the first. Mills design principles keep your walls as handsome in the 


future as they are today. Mills representatives will be pleased to provide you with a Planning Kit especially prepare: 


to aid you in space-conditioning your office. For your copy write to The Mills Company; since 1921, manufacturers 


of movable wall systems: 943 Wayside Road, Cleveland 10, Ohio. 


Space-Conditioning: 

a total concept by Mills. 
Control » Comfort 
Privacy « Efficiency 
Beauty 
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Creative Mr. Frost’s success with Heller financing 
may suggest a profitable move for you 


From the first day Charles Frost, New York industrialist, 
pushed open our front door, he recognized and took advan- 
tage of the financial services of Walter E. Heller & Company. 
Frost’s wonderful talent for revitalizing a company—shift- 
ing management, instituting new marketing techniques, re- 
arranging product lines, fully utilizing the credit available 
to him—has allowed him to operate in a wide industrial 
sphere with great success. 


The acquisition of the National Pneumatic Company in 
Boston came in February of 1944. The company specializes 
in pneumatic doors and controls, and in intricate dialing and 
transmission systems for the communication industry. 


Then in May of 1944, Mr. Frost acquired, again through the 
services of Heller, the Redmond Company of Owosso, 
Michigan. He built the company into an outstanding manu- 
facturer of fractional horsepower motors, and later sold 
Redmond to the Controls Corporation of America. Acquisi- 
tion of Bright Star Industries, battery and flashlight manu- 
facturer in Clifton, New Jersey, in January 1955, was also 
made possible through Heller financing. This still remains 
in the Frost group, having grown to become a well-regarded 
competitor in its own field. 

In April of 1958, National Pneumatic added to its family 
the Connecticut Telephone & Electric Corporation, manu- 
facturing electronic equipment for Government and industry. 


Each of these operations required not only initial financing 
but continuing financing from the day the first loan was 
made—part conventional, part not—as the companies ex- 
panded and changed their character. 


Heller was able to satisfy these companies’ financing require- 
ments by having a flexible financing attitude, adjusted and 
tailored to each one’s needs. Throughout the relationship, 
Mr. Frost has used practically all of the business financing 
services offered by Heller. 


The cooperation and guidance that was available to Mr. 
Frost forms an integral part of Heller financial services, and 
can be as important as the funds placed at a client’s disposal 
—perhaps even more so. 


Should your firm be doing a quarter of a million dollars 
worth of business—or even twenty or thirty million dollars 
or more—let us send you our new booklet which outlines 
Heller financing. This concise booklet may well suggest a 
method by which you, too, can benefit through Heller serv- 
ices. Write Dept. MMS8. 


One billion dollars annually for industry 


WALTER E. HELLER & COMPANY 


105 W. Adams Street, Chicago 90 * 9141 E. Jefferson Ave., Detroit 14 
342 Madison Ave., New York 17 * Fulton National Bank Building, Atlanta 3 
Walter E. Heller & Co. of California * 849 S. Broadway, Los Angeles 14 
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THE LEASE-WAY IS THE MOST ECONOMICAL WAY 


The trend today is the Lease-Way. It makes sense 
because it cuts costs and saves time. Now LABORENT 
brings these benefits to the business of temporary 
help! The LABORENT LEASED PERSONNEL 
SYSTEM offers the lowest cost solution: to every 
kind of emergency employee need—for one low pay- 
ment. One check covers everything—no matter how 
many people you use, no matter howlong! LABORENT 
handles payrolls, pays all the taxes. You do away with 
costly bookkeeping and time-consuming details. And 
when the work is out—so are the workers. You pay 
only for actual work done—by hour, piece-work, or 


LEASED OFFICE PERSONNEL: T'ypists e Clerks e Bookkeepers 
e Key Punch e Comptometer ¢ Switchboard © Dicta- 
phone Operators ¢ Calculating © Receptionists, etc. 


LEASED INDUSTRIAL LABOR; Packers e Car Loaders e Yard 
Men e Freight Checkers ¢ Factory Help e Truck Helpers 
e Maintenance e Lumber Handlers, etc. 


contract basis—and nothing more. You eliminate ad- 
vertising, interviewing, training costs, and overhead 
expenses like insurance and pensions. 


LABORENT LEASED PERSONNEL are pre-hired, pre- 
trained, and PRE-pared, to start work for you im- 
mediately, with experience in the skill you demand. 
Now you need no longer staff up in emergencies, at 
vacation time, or during peak periods. Keep expensive 
permanent personnel at a minimum! Let LABORENT 
LEASED PERSONNEL keep your orders and mer- 
chandising moving, in both office and factory. 


GET YOUR FREE COST CALCULATOR! 


Find out how much employee overhead is costing you. Send 
today for our FREE Employee Overhead Cost Calculator. 
It shows in dollars the hidden 
costs you are absorbing above and 
beyond the wage rate. Lets you 
see at a glance how much you 
can save the LEASE-way. Circle 
number 156 on Reader Service 
Card. 


LABORENT, 


OFFICES IN PRINCIPAL CITIES 
Executive Office: 


22 W. MonroeSt., Chicago 8, Ill., Phone: FR 2-6786 
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Workshop for management—ideas you can use right now ...............eceeeeeeeeee 


This roundup of ideas—gathered from firms around the country—can tell you 
how to save time, cut your costs and build your sales and profits. 


Brive omnocematown bytits planning en. hoc oes. boa Sede oe Pave al bee os bee 


Look to the future when you select a business site. Here, a noted urban plan- 
ner tells how to predetermine how a plant site will look 20 years from now. 


Flow to match executive motivation to executive ages. 2.4... 1... eee eee we eee 


What motivates a man on his job changes with time. This article offers guides 
on what types of motivations appeal most to men of various ages. 


Elow-to correct visualischizophrenia in-your corporate look .........6.. 6.) ca eee eee 
Do your visual materials—trademarks, ads, literature—lack consistency of 
design? Visual schizophrenia is a common problem. Here’s how to correct it. 


Beetne cai lecsivinta xa CUCL ON etn e tae, heures Coker et ine ns Os pete ieaerd, oan hiner ae 


Profit from the experience of leading tax experts. These practical ideas and 
suggestions, from a new book, can guide you in your own tax problems. 


ior aos. renvtuens our ads with? case: histories (0. 2 9... fae Sa ns ae ee eylistess > ies 


Boost sales nower in your ads. Use case histories that tell how your product 
has worked for others. This article tells how to get, and use, the right cases. 


Tho Fuss Seu TeveGe yey BUELL Eee es IRE pcs echcett Oa ee ae an a 
This new study reveals the trends in fwe key clerical areas: salaries, workweek, 
, overtime, holidays and office unionization. 
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the wheels of industry 


and the 
wheels of transportation 


complement each other. One to produce... the other 
to keep products on the move. 


In the Union Pacific West you'll find the materials, utili- 
ties and labor to supply new plant requirements. 


And you can be assured of freight and passenger service 
second to none when locating a plant conveniently close 
to “U.P.” trackage. 


If considering building, buying or leasing a plant in the 
West for any purpose, we'll be pleased to have you check 
with any U.P. representative or get in touch with us direct. 
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NTROL 


industry’s only complete 
ntrol equipment—provides 


Telecontrol ji 


On 


production c 
an up-to-the-minute ‘picture’ of over-all 
production—what is happening, what has 


J 


happened ... what is being produced 


been produced—at each 


and every work station throughout the 


and what has 


plant. \Informational literature available 


on request, but for complete coverage 
4 of its many management benefits... 


ASK FOR A DEMONSTRATION! 


a 


ONTROL CENTER—Here at one central point, Telecontrol pro- *Trade Mark—Patents Applied For 
des positive control of time, output, work and material flow, 
achine and manpower utilization—from inventory to payroll. 


TELECONTROL DIVISION 


HeATNTCOCK INDUSTRIES, INC. «© JACKSON, MICHIGAN 
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Old Dictaphone machines 


they just trade away 


A long life of service is one of the major benefits | 
Dictaphone machines. But this durability can be a di 
advantage, too. A disadvantage in that users are missit 
important features we build into new models. 


For example, cylinder machine owners haven’t he 
the convenience and economy of the exclusive Dictabelt 
record. This thin, unbreakable plastic belt records dict 
tion permanently on visible tone grooves. You tra 
scribe, mail or file—for pennies; you use a clean, fre: 
surface every time; and no costly rehandling. 


Other Dictaphone users, specifically those with tl 
earlier model TIME-MASTER®, will appreciate the effor 
less ease of operating the newly introduced model. 


Transistors power the amplifier; there is never a warr 
up wait. Four buttons on the lightweight microphot 
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ever die-— 


all you need to think out loud. The low silhouette 
tures a new swept-back cover to provide picture- 
idow visibility of your dictation. 

And it’s economical, too. The newest model TIME- 
.STER costs less than 25¢ a day to buy and maintain. 
at includes your trade-in allowance. 


Trade-in during July and August for best value. 


s summer (until August 31) you get maximum trade- 
yn old equipment. Have a talk with your Dictaphone 
resentative. Let him tell you about a systematic plan 
regular replacement to bring you biggest savings on 
r dictating machine investment. He will show you 
v obsolescence may be costing you money. Don’t let 
ie—mail the coupon today. 
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Time-Master, Dictaphone, Dictabelt are registered trademarks of Dictaphone Corporation. 


| Dictaphone? corporation 


i 730 Third Avenue, New York 17, New York 


CJ Please survey my present dictating equipment, including 
cost of replacement. 
| C Let me try the transistorized TIME-MASTER for 10 days 
| without obligation. 


al 


NAME 


ADDRESS 


ClTY | STATE 
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ELAPSED 
TIME 


automatically computed and printed 
on any job or tab card 


If manual computation of elapsed time is time-consuming 
and error-producing, the automatic, foolproof Calculagraph 
can eliminate this weak link in your cost system, The time- 
tested Calculagraph, now available to industrial users, will 
do the job for you accurately, regardless of the card system 
you now use — it’s that flexible. Write to us now and enclose 
samples of your job tickets, 


Systems Dealers: Investigate opportunities in Selected Territories 
INDUSTRIAL DIVISION 


CALCULAGRAPH Company 277 Ridgedale Ave., Hanover, N. J. 
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Letters 


NN mumbo jumbo 

Sir: I was impressed with the arti- 
cle by S. Vincent Wilking on job 
evaluation, principally because of 
its lack of mumbo jumbo. It is a di- 
rect approach to the pitfalls con- 
fronting sound evaluation. Step 4 
[Compare what you pay with 
others] is particularly important 
because so many companies will in- 
crease their over-all cost by trying 
to save the small expense involved 
in having a person travel to gather 
information first-hand. 

It would appear to me that there 
are also two other steps worth men- 
tioning. They may have been neg- 
lected because of a sense of mod- 
esty. They are that a program can 
be only as successful as 1) the qual- 
ity of the individual within the or- 
ganization who is charged with the 
responsibility of perpetuating and 
maintaining the program, and 2) 
the quality and continuing interest 
of the consultant services rendered. 


PAUL L. DAVIS 
ASSISTANT TO THE PRESIDENT 
POLAROID CORP. 

CAMBRIDGE, MASS. 


insurance gimmicks 
Sm: The life insurance salesman 
who wrote “Watch out for these in- 
surance gimmicks” [MM, July, 60] 
did a good job... as far as he 
went. But in his castigation he left 
out a few points which can temper 
the situation in individual cases. 
The bank loan plan that he de- 
scribes, for example, is somewhat 
outmoded. But what killed it wasn’t 
so much the plan itself as the fact 
that interest rates went up faster 
than the originators of the plan had 
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ticipated. And banks began to 
ll loan notes at most embarrassing 
nes. 

Regarding the minimum deposit 
an: the author omitted an im- 
tant point. He presumes a de- 
easing death benefit as the 
nount of the loan increases. But, 
he and I well know, many com- 
nies offer an increasing term rider 
ich offsets the decrease and 
aintains a level death benefit. 
here are contractual plans avail- 
le to provide this level death 
nefit to age 65 at a guaranteed 
st. The only possible hitches are: 

Internal Revenue disallowment 
| interest deductibility, and 2) in- 
rruption of dividends. Although 
iis second point is always a pos- 
bility as the author points out, 
any companies have an amazingly 
od record of payments, and some 
ve even increased their dividend 
te. 

My greatest quarrel with the au- 
or, however, comes on the subject 

term insurance. I hope that no 
ader of MANAGEMENT METHODS 
els, after reading this article, that 
e made a mistake in buying term 
isurance. Chances are he didn’t. 
t all depends on his insurance ob- 
sctives. There was an excellent 
rticle on this subject in McCall's 
ecently, and we have some reprints 
f it for any interested MM readers. 
For a free copy of this reprint, cir- 
le number 228 on the Reader Serv- 
2é Card.) 

Take the case of a small company 
vith $100,000 in “key man” insur- 
nce. The policy, having been in 
ffect for a few years, may have a 
ash value of $50,000. If the busi- 
ess is short of capital, it is quite 
ossible that it would be better to 
ave this cash and substitute term 
isurance for the existing policy. 

I am really surprised, however, at 
ne author’s comment, “It is very 
nlikely that your need for insur- 
nce protection will ever be elimi- 
ated. If you substitute decreasing 
erm insurance for permanent, it 
jeans that you have bought a wast- 
1g asset—one which decreases to 
othing.” 

Of course, the need for insurance 
rotection will probably never be 
ompletely eliminated. But don't 
ou agree that a man’s need for 
surance is greater at some times 
jan at others? A 35-year-old rising 
xecutive with six children needs a 
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.. that a 
work force Is 
waiting for you in 
WESTern 
PENNsylvania 


* Available — Adaptable — Attitude 


Write to: 


Na WEST PENN POWER 


PENNsyania An operating unit of the WEST PENN ELECTRIC SYSTEM 


WEST PENN POWER, Area Development Department MM-25 
Greensburg, Pa., Phone: TEmple 7-3000 


Yes, I’d like proof that my work force requirements can be full- 
filled in WESTern PENNsylvania! 
Name Litem 


Company Mu — ee secant 


Address it ae toe TF ____ Telephone e, rene A 


City. fouhe eee oe te SS Zonew scare ; lah 
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“Should | be concerned with truck 
breakdowns or running my business?’ 


If building the business you know best is your main concern, you should 
look into Ryder full service leasing, now. Leasing your truck fleet 
from Ryder puts the problems of truck maintenance where they belong: 
In the lap of experts. And you'll enjoy something else: 


RYDER’S EXCLUSIVE PACKAGE OF LEASING EXTRAS: 


Get the exact trucks for the job 


Your Ryderman expertly designs 
your fleet to meet your specific 
transportation needs. 


Enjoy uniform quality of service 


Largest number of wholly-owned 
service locations in the business 
guarantees the most experienced, 
uniform truck service everywhere. 


10 


Get more out of your trucks 


Ryder’s continual preventive main- 
tenance keeps your trucks at top 
performance levels. 


Complete leasing package 


Ryder also leases cars, materials 
handling equipment, even business 
equipment. Lets you project one 
accurate, easy-to-budget cost. 


(Circle number 139 for more information) 


Decide now to see your nearby Ryderman, ¢ 
write for our booklet "Design for Profit’ te 


RYDER TRUCK RENTAL in 


P.O. Box 33-87 
Dept. D-5 
Miami, Florida 


DIVISION OF RYDER SYSTEM © 1960 Ri 


Ryder System also operates truck line 
in 10 states and tank lines in 26 state 
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ot more insurance today than he 
ill in 25 years, when the children 
are on their own. Maybe he can’t 
afford $100,000 worth of permanent 
insurance. But in term he can get 
the protection he so vitally needs. 

What about the investment angle 
in permanent insurance? More and 
more people, seeing the dollar ap- 
preciation in mutual funds and 
sound stocks, are reluctant to pay 
life insuranae companies’ premiums 
which include investment as well 
as protection. I will grant that there 
is certainly nothing sure about the 
stock market, but a well-balanced 
estate program must consider all 
types of investment, not merely in- 
surance. For many men, the answer 
is to buy term for protection and re- 
tain control of the investment por- 
tion of the premium dollar. Insur- 
ance companies don’t like this, be- 
cause they don’t make so much 
money on term, but their approach 
must be recognized as somewhat 
less than objective. 

One final point: I was glad to see 
that the author, in pointing out cer- 
tain gimmicks, did not besmirch too 
many insurance men. There are 
many who, despite the fact that the 
only way they make money is by 
selling more insurance, are trying 
to do an honest job. In a nation 
‘where most people are underin- 
sured, it is not surprising that many 
“free” audits of a man’s insurance 
program result in a recommenda- 
tion to buy more insurance. The 
strain that this places on a man’s 
confidence in his agent’s objectivity, 
however, is understandable. 


JOHN LINER 
JOHN LINER INSURANCE CONSULTANTS 
BOSTON 


m Because John Liner’s letter con- 
tained several indictments of “Watch 
out for these insurance gimmicks,” we 
felt the author should have a chance 
to answer Mr. Liner’s charges. A copy 
of Mr. Liner’s letter was sent to author 


Frank Ridge. Here is his answer. 
EDITOR 


And counterpoint 

Sir: Frankly, I don’t know whether 

to take Mr. Liner seriously or not. 

If I take him seriously, I’m just liable 

to get mad. If I don’t, then that 

might not be good manners. i 
This man is an insurance con- 
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sultant,” who does not sell insur- 
ance. In Mr. Liner’s own article 
[MM, April, ’60], he makes a big 
point of this. He claims his breed 
possesses 100% objectivity. The av- 
erage broker cannot be completely 
objective. If that isn’t tripe, I don’t 
know what is. 

Mr. Liner claims that my article 
doesn't go far enough. He is right. 
I was asked to write an article, not 
a book. But in any case, Mr. Liner 
obligingly goes on for me and en- 
ters several areas of discussion, not 
covered in my article, and which I 
might add were not intended to be. 

I am scolded for omitting an im- 
portant point about the minimum 
deposit plan, namely, that the pro- 
tection could be kept level. This 
wasn't omitted. It’s another way to 
do it. It isn’t a better way, or poorer 
way—just another way. 

Mr. Liner says the bank loan 
plan is dead. I wish he were right. 
In any case, his point is the plan 
itself isn’t what killed it, but’ the 
banks’ high interest rates.’ He infers 
that there is therefore nothing 
wrong with the plan; it’s just those 
darn interest rates. 

Mr. Liner wants to quarrel with 
me about term insurance. Here, too, 
he seems to be trying to read my 
mind, because it certainly can’t be 
anything I said. Nowhere do we 
say that you shouldn't buy term in- 
surance. We warned you, yes, that 
if you're persuaded to drop perma- 
nent insurance to be replaced by 
term, you're being taken. Well, I re- 
affirm my stand on this. The law 
reaffirms my position on this. What 
Mr. Liner actually recommends is 
the equivalent of twisting—his ex- 
ample of $100,000 key man insur- 
ance and $50,000 cash value. (Inci- 
dentally, I don’t know where he got 
that cash value figure. A policy on 
the ordinary life form would have 
to be in force about 25 years or 
more in order to accumulate that 
much, and by that time the insured 
probably couldn’t pass a physical 
for term and most companies would 
not even write it.) Of course since 
the gentleman doesn’t sell insur- 
ance, he may be immune to the in- 
surance laws of Massachusetts. 

Mr. Liner comments on a well- 
balanced estate program. I didn’t 
discuss this, nor will I now. If MM 
is interested, we will be very happy 
to oblige, but you don’t need me for 
this. Dr. Davis W. Gregg, Ph.D., 


WITH RYDER YOU 
CAN ALSO LEASE... 


MATERIALS 
HANDLING 
EQUIPMENT 


and enjoy... 


@ The same full service through the 
largest number of wholly-owned ~ 
service locations. 

@ Use of equipment specially designed 
for your needs. 

© The benefits of having cash for this 
equipment available for more impor- 
tant jobs. 


® One accurate, easy-to-budget cost 
you can project. 


Decide now to discuss car and mate- 
rials handling equipment leasing as 
well as truck leasing with your nearby - 
Ryderman. 


RYDER TRUCK RENTAL 
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WHY BUY “JUST ANOTHER” 
PHOTOCOPY MACHINE? 


see the 


Photlorapta. 


ELECTRA 


C 
... THE MOST VERSATILE 
PHOTOCOPY MACHINE 

IN THE WORLD! 


Now, the new Photorapid Electra combines all 
office copying operations with quality and speed 
unequaled by any other machine! Makes single 
copies...or, with Photorapid’s exclusive Multi- 
copy copy paper, makes three tg twelve copies 
from a single negative with no special chemicals 
or attachments! Copies anything the eye can see! 
Anyone can learn in 5 minutes to make perfect 
copies... copies you'll be proud to show! 

But, that’s not all. The Photorapid Electra 
makes aluminum offset plates, too. With the 
Photorapid MaGI-PLATE, the Electra lets you make 
perfect plates right in your own office! Takes only 
60 seconds! Costs only 39¢ complete! Makes up 
to 40,000 copies! And, it’s the cleanest, easiest 
plate-making process ever developed ! 


FREE TRIAL in your PLANT OR OFFICE! 


Call, wire or mail coupon to your nearest Photorapid Division Office, 


CORPORATION 
EASTERN DIVISION Wate std Gce ea = ac onan AR i * Se -aiea p ke 1 
Dept. MM-6 | We would like a free trial of the PHOTORAPID ELECTRA | 
236 Fifth Ave. | MULTICOPY AND MAGI-PLATE in our office without | 
New York 1, N.Y. obligation. Dept. MM-6 
Murray Hill 9-3676 | | 
| NAME | 
CENTRAL DIVISION | | 
Dept. MM-6 | TitLEo a eee = ae el 
3620 Oakton St. 
Skokie, Illinois LatRM NAME ar eee 
JUniper 8-1600 ADDRESS 
WESTERN DIVISION 
Dept. MM-6 | CITY ZONE____ STATE | 
142 Oregon St. | PHONE | 
EI Segundo, Calif, L | 


SPring 2-2311 j ar 


DEALER 


INQUIRIES INVITED 
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president of the American College: 
of Life Underwriters, covers this in 
his published booklet, “Inflation- 
Equities-Life Insurance,” far better 
than I can. [Copies are available at | 
25 cents each from the Research & : 
Review Service of America, Ine,, , 
123 W. North St., Indianapolis 9, , 
Ind. ] 

Finally, Mr. Liner says that Me- - 
Call's recently had an excellent arti- - 
cle on life insurance. Sir, his con- - 
cept of excellence needs examining, , 
Said article was a dastardly and in- . 
sidious attack on the life insurance : 
industry; the facts were not fully > 
stated; the truths were half-truths; 
the inferences were unjustified and 
deliberately distorted. It was yellow 
journalism at its worst. The Institute 
of Life Insurance and the National 
Association of Life Underwriters re- 
quested permission to write an an- 
swering article. McCall’s declined. 

As for Mr. Liner, I'd respectfully 
suggest that he stick to his own 
field in which he is apparently an 
expert, namely, property and cas- 
ualty insurance. He reminds me of 
an old adage of Artemus Ward, “It 
isn’t what people don’t know that 
hurts so much, as what they think 
they know that tain’t so.” 


FRANK RIDGE, C.L.U. 
WASHINGTON, D.C. 


Pension plans 

Sir: Your interview article, “Why 
the new trends in pension plans?” 
[MM, July, 60], is certainly to the 
point as far as American Brake Shoe 
is concerned. Ralph Hemminger’s 
descriptions of industry trends 
match what has happened in our 
plans in recent years. 

Example: The trend is toward 
coverage of all employees, often 
through multiple plans, with “pat- 
tern plans” tending to become non- 
contributory. Brake Shoe estab- 
lished its first retirement plan in 
1940 on a contributory basis—and 
got remarkably good participation. 
During the last ten years we have 
added two non-contributory plans 
so that now all employees are cov- 
ered. As the benefits of the non- 
contributory plans have been im- 
proved, participation in the con- 
tributory plan has declined among 
those covered by the “pattern 
plans.” 

Example: The trend is toward 
higher flat dollar benefits for years 
of service, and toward disability 


MANAGEMENT METHODS 


“Our Watonal Accounting System 


A NATIONAL SYSTEM is a 
fast, accurate and efficient. 


GILBERT MINTZ, CON- 
TROLLER of Colorforms. 


FUTURISTIC EXTERI- 
OR of Colorforms. 


saves us ‘0,400'a year... 


returns 86% annually on investment.” —Colororms, 


“Fiver since we installed a National 
System, our accounting procedures 
have been vastly improved. 

“For example, the speed of our 
National Accounting System saves 
us a great many hours each month. 
This sizeable time saving results in 
more current records, up-to-date 
monthly statements, and the elimi- 
nation of overtime expenses. An- 
other benefit— faultless accuracy. 
Formerly our records were compiled 
by hand. This old method frequently 
produced errors in addition and 
errors in entry. However, our 


National Accounting Machine sys- 
tematically records all entries .. . 
computes all totals. Still another 
service—our National System is ex- 
tremely flexible. We use it for ac- 
counts receivable, accounts payable, 
payroll, and tax forms. 

“Our National Accounting System 
saves us $5400 a year... returns 86% 
annually on investment.” 


Controller of Colorforms. 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


1039 OFFICES IN 121 COUNTRIES * 76 YEARS OF HELPING BUSINESS SAVE MONEY 


AUGUST 1960 
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Norwood, New Jersey 


Your business, too, can benefit from the 
many time- and money-saving features 
of a National System. Nationals pay 
for themselves quickly through savings, 
then continue to return you a regular 
yearly profit. National’s world-wide 
service organization will protect this 
profit. Ask us about the National Main- 
tenance Plan. (See the yellow : 
poses of your ee book.) 


: RADE MARK REG.U.S. PAT. OFF. S 


ACCOUNTING MACHINES 
ADDING MACHINES + CASH REGISTERS 
NCR PAPER Ne CARBON Rue 


ss Bier Deane Sinenev ein caer ets 


Th 


Whatever PARTICULAR PEOPLE move 


they call the man from 


BURNHAM VAN 


Going up. Or coming down. The man from 
Burnham Van is equipped to move office 
machines in and out of seemingly difficult lo- 
cations. A professional, he is trained and ex- 
perienced in the correct and careful handling 
of items unusual in value, delicate in construc- 
tion and large in size. It’s your privilege. Be 
particular. Call the man from Burnham Van. 
In the West, call the man from Ford Van, 


Customer-designed service to all states 
® 


© 1960 BURNHAM VAN SERVICE, INC. 


Find the man 
from Burnham Van in 
the Yellow Pages 


BURNHAM VAN SERVICE watt 


<< Ss BURNHAM 
panes F 


BURNHAM VAN SERVICE, INC., COLUMBUS, GA. 
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pensions and earlier vesting. We 
have had disability pensions since 
1950, added vesting in 1957, ana 
liberalized it in 1960, 

Example: Although 65 is gener: 
ally accepted as normal retiremen: 
age, the trend is toward earlier res 
tirement benefits under certain con: 
ditions. In our case, a person car 
retire in some cases as early as age 
5D. 

Example: Most plans are funded 
by pension trusts. All three of oun 
plans are funded in this way. 

With today’s emphasis switching: 
from straight wage increases tot 
more moderate increases coupled 
with “sweetening” of benefit plans,: 
articles such as yours are extremely; 
valuable. In the field of benefits; 
we've all still got a long way to got 
and a lot to learn. 


K. A. ANDERSON | 

DIRECTOR, PERSONNEL SERVICES | 
AMERICAN BRAKE SHOE CO, . 
NEW YORK. 


No field for novices 


Sir: “How To Avoid the Seven 
Traps in Job Evaluation” is the best 
summary of experienced judgment 
I have read on this subject. It pro- 
vides a checklist equally useful to 
the expert in the job evaluation 
field, as well as for the less experi- 
enced administrator. 

Job evaluation has become a ma- 
ture technique that offers much to 
a company interested in equitable 
and economical salary administra- 
tion. Yet we still see the novice 
plunging into the field after reading 
some textbooks and talking to a few 
experienced people. We also see 
some experienced people taking 
for granted that their program has 
remained balanced and economical 
over the years. They would do well 
to follow Step 4 [Compare what 
you pay with what others pay] and 
Step 5 [Develop trend lines from 
which rate ranges can be estab- 
lished] with a very open mind. 

A good example of Step 5 oc- 
curred here in Cleveland when the 
automobile industry moved heavily 
into this area a few years ago. 


Their manpower requirements 
could easily have cost us, as well as 
other employers, many precious 
trained employees if we had not re- 
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* RDERS, ORDERS & REORDERS 


oe Testimonials of MAC Panel’s Proven Quality. 


[here is no greater proof of a quality product than these repeat orders. Yes, 
ach year, MAC Panel Company has shipped increasingly larger orders to 
yoth old and new customers. Of the 36 billion-dollar industries in the United 
States, all continue to specify MAC Panel’s control panels and components 


‘or use with IBM Punched Card and Data Processing Equipment. For a 
C Panel’s proven products, write today! 


somplete catalog illustrating MA 


MAC PANEL COMPANY, High Point, North Carolina 


Representatives throughout the United States, in Canada, and Latin America 
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fast, safe delivery 
starts with a... 


STENGILED 


Compare Marsh Stenciling with any other 
freight marking system you are 
now using. You'll find stenciling ... 


] Easier to read — always big, 
bold and clear. 


? Permanent — can’t be blurred 
or erased by weather or handling. 


| 
Preferred — by all carriers. 


1/| Prevents loss or delay — often 
; caused by hard-to-read addresses. 


REMEMBER: Rule 6 Marking Freight reads, 
‘Freight must be stenciled or otherwise 

plainly and durably marked.”’ 

(Typing won't do it—Marsh Stenciling does!) 


FREE |= 
BOOKLET | 
Ask for free 


24-page booklet 
“MARKING 


SHIPMENTS 
MADE SIMPLE.” 


a Marsh Stencil 
i (sf Machine Co. 
| Belleville 19, Ill. 


PLAINLY: LARGE AND CLEAR, READABLE FROM 10 FT. 
DURABLY: REMAINS CLEAR AFTER REPEATED HANDLING OR WEATHERING, 
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acted rapidly along the lines reco\ 
mended by Mr. Wilking. Tha 
within a few years, the original i 

act was over and our initial acti 
would have begun costing many ul 
necessary salary dollars if we hf 
not leveled off in line with Stepg 
and 6. 

It must have required many 4 
signments over the years, und 
many different conditions, to gi} 
Mr. Wilking the basis for writin 
this article. 


C. W. UFFOL 

DIRECTOR OF INDUSTRIAL RELATIO( 
THE WARNER & SWASEY (C 
CLEVELAN 


Trend is to natural business yer 


Sm: The article “Relieve accour 
ing headaches with a natural bu: 
ness year” [MM, June 60] was : 
excellent portrayal of the benefits 
be derived from the use of a natun 
business year. 

It may interest your readers 
note that the latest available figur 
as of June 30, 1958, show that a 
proximately one-half (48%) of tl 
nation’s corporations are filing on 
non-calendar or natural busine 
year basis. 

The swing to the natural busine 
year is constantly gaining groun 
A striking example is the Marc 
1960, quarterly report of Pet Mi 
Co. which explains its change to 
natural business year. “An Apr 
through-March fiscal year is mo 
in accordance with the natural bu: 
ness years of the company. 

“The ‘flush’ season for receipt 
milk starts in the early spring 
which time inventories start to bui 
up. Immediately before the start 
this ‘flush’ period, our inventori 
have generally reached their lowe 
point. Therefore, the new fisc 
year makes it possible to mat 
costs and sales within an approp 
ate 12-month period that will refle 
a more accurate picture of ope} 
tions.” 

There’s much to be gained wh 
a company adapts a natural bu 
ness year, as your article points 01 


HARRY F. REISS, JR., CHAIRM. 
COMMITTEE ON NATUR 
BUSINESS YE 

AMERICAN INSTITUTE OF CP 
NEW YC 
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..in which it puts a West Coast bottler’s promotion on the road! 


Ve save $4,800 a year in accounting costs with our $1,300 Monroe *That’s what people call their Monroe 

counting Machine,” says Gerard P Nettleton, President of Seven-Up | Accounting Machines. Monroes save money 

ttling Co., Fresno’s top soft drink bottler. “Part of these savings paid by lowering accounting costs... make money 
; ; $ by freeing capital for your business to grow on, 

tan imported courtesy car which we use to promote our new pre-mix FREE CASE HISTORIES 

ision. Our Monroe handles all our payroll and accounts receivables | ; ara 

Be pactaaecount deste 1 f ris Learn how Monroe Machine Accounting 

. ¥ eee eg aok DUenty got Capacity) tO earns more growth money for companies 

ce care of future expansion.’ like yours. Write: 

Your business can profit from the extra efficiency, as well as the extra Accounting Machine Dept. 18 

owth money that so many companies enjoy with Monroe Machine I ol Saal hea 4500 

counting. You can buy it for as little as $750. ae als eee we at a i a ee 


Orange, New Jersey 


See the MAN from MONROE 
for CALCULATING 


[HB Q ADDING e ACCOUNTING 
A DIVISION OF LITTON INDUSTRIES a DATA PROCESSING MACHINES 


nroe Calculating Machine Company, Inc. Sales and service in principal cities everywhere. General offices, Orange, N. J, 
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YOURS 


FOR THE 
ASKING 


FOR FREE COPIES, USE READER SERVICE CARD OR WRITE DIRECT 


_ Guide to better duplicating 
Any office that uses duplicating 
machines will be interested in this 
- spiral bound manual by Champion 
Paper & Fibre Co. 
Tab. indexed in six sections, it 
gives a rundown on types of proc- 
esses, equipment, papers to use, 
samples and a glossary of terms. 
Particularly helpful is the section, 
Trouble Shooter's Guide to Better 
Processing. 
For a free copy of “Better Pro- 
cessing with your Duplicating 
Equipment,” circle number 247 on 


the Reader Service Card. 


te, 
Free film viewings 

Hundreds of informative and en- 
tertaining films are cataloged in a 
new edition of a guide published by 
Modern Talking Picture Service, 
Inc. All are available without 
charge. 


Many of these 16mm _ sound 


Worth paying for... 


films are in color and many have 
won national awards for excellence. 

Film showings for employee 
lunch hours or meetings can be pre- 
arranged on a Film-of-the-Month 
or a Weekly-Movie-Day plan. 


For a copy of this free film guide, 
circle number 231 on the Reader 
Service Card. 


» 4 : 
Steel buildings catalog 

A complete line of industrial and 
commercial steel buildings are illus- 
trated in a new catalog by Armco 
Drainage & Metal Products, Inc. 

Functional building accessories 
are also included in the catalog. 


For a free copy, circle number 
2299 on the Reader Service Card. 


Anti-litter activities 

Industry’s stake in the Keep Amer- 
ica Beautiful campaign is pointed 
up in a 28-page manual by the as- 


These booklets—promotional and otherwis : 
contain ideas of possible profit to you. Eack 
item listed will be sent to you without cost 


Systems analysis for business management . . . Case supported 
analysis of logic-based approach to solving business problems. Authored 
by Stanford L. Optner, 276 pages, price $8. Order from Prentice-Hall, 
Inc., Englewood Cliffs, N. J. 


Employee discipline . . . authoritative study of what discipline stand- 
ards can be reasonably applied for protection of both management and 
employee rights. By Lawrence Stessin, 315 pages, $7.85. Order from the 
Bureau of National Affairs, Inc., 1231 24 St., N.W., Washington 7, D. C. 


Organizing your job in management . . . This 208-page book tells 
executives how to analyze work habits, efficiently ration time and dele- 
gate effectively. Authored by Carl Heyel, $5,25. Order direct from 
American Management Association, 1515 Broadway, New York 36. 


People, problems and profits . . . Provides an executive with prac- 
tical application of psychology to personnel problems. Authored by 
Psychological Consultant Saul W. Gellerman, 252 pages, $5.95. Order 
from McGraw-Hill Book Co., 327 West 41st St., New York 36. 
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sociation bearing that name. ~ 
The guide shows how to integrate 
litter prevention activities in your 
employee and community relations 
program. ~ 
It also offers suggestions and ex- 
amples of how to integrate such 
efforts in various advertising promo- 
tion devices—from postmarks to film 
sponsorship. = 
For your free copy of “Keep 
America Beautiful Manual for Busi- 
ness and Industry,” circle number 
239 on the Reader Service Card. — 


How to insure product position 
“Quality Control and Research” 
tells what a manufacturer can do to 
insure a favorable position for his 
product in today’s highly competi- 
tive market. 2 
Both multi-division plants and 
smaller firms will find this booklet 
a practical management tool in pro- 
ducing a lower cost, higher quality 
product. 


For your free copy of this 24- 
page booklet published by the Sci- 
entific Apparatus Makers Associa- 
tion, circle number 216 on _ the 
Reader Service Card. 


WwW 
Profitable property control 


How to plan a property control 
program is outlined in a 15-page 
leaflet prepared by Metalcraft, Ine. 

A five-step outline shows how to 
organize and institute a control sys- 
tem and fix responsibility for its 
smooth operation. 

Suggested property record forms 
and property identification tags are 
illustrated. 


For a free copy of “How to Plan 
a Profitable Property Control Pro- 
gram,” circle number 241 on the 
Reader Service Card. 
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3h’ STEPS TO QUALITY PAPER MASTERS 


thanks to xerography, the dry, 
1, fast, electrostatic copying 
ess that turns out lower-cost off- 
Japer masters for duplicating. 
‘three simple steps with XeroX® 
ing equipment: exposure, dry 
ssing, and dry transfer. Do 
thing in daylight. 


ere are no wet chemicals, no 
apart, no critical exposures or 
eratures. Because images made 
rography are more durable, off- 
iper masters last longer, produce 
r press runs. 


GUST 1960 


XeroX copying equipment repro- 
duces from a wide range of originals. 
Its wide exposure latitude makes 
waste of materials from wrong expo- 
sures negligible—almost impossible. 


As for quality, it’s superb. You re- 
tain all the crispness and impact of an 
original whether you enlarge, reduce, 
or copy size to size. 

And XeroX copying equipment is 
versatile! Besides offset paper masters, 
it prepares translucencies for diazo- 
type duplicators, metal offset masters, 
and transparencies used as visual aids, 


(Circle number 119 for more information) 


Write today for our XeroX copy- 
ing equipment brochure. It shows 
how you, too, can save thousands of 
dollars yearly and speed paperwork 
duplicating by xerography. HAtLorp 
Xerox Inc., 60-192X Haloid Street, 
Rochester 3, N. Y. Branch offices in 


major U.S. and Canadian cities. 
Overseas: Rank-Xerox Limited, London, 


HALOID 
XEROX 
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These are the five famous brands of 
the United States Shoe Corporation. 


BURROUGHS TYPING ACCOUNTING EQUIPMENT 
SAVES 100% OF ITS COST EVERY 9 MONTHS AT 
UNITED STATES SHOE CORPORATION 


The scene: The United States Shoe Corporation of Cincinnati, Ohio. The jeb: Accounts 
Payable. The equipment: The Burroughs F-1506 Typing Accounting Machine. The results. 
according to Controller and Assistant Treasurer H. F. Rottinghaus: ‘‘Because of its greater speed 
and work capacity, this equipment saves 100% of its cost every 9 months. Such performance is 
typical of our other Burroughs machines—including 11 Sensimatic to Punched Tape units now 
preparing payroll information in our 11 manufacturing plants, and four numerical accounting 


machines on accounts receivable.” Burroughs and Sensimatie—TM’s 
Burroughs automation equipment ranges from accounting oo] B h 
machines to complete electronic computer systems. It’s Burroughs urrou Ss 
supported by outstanding systems knowledge and known 

for outstanding results. For details, action—and results— ee) 


call our nearby branch, Or write Burroughs Corporation, 
Detroit 32, Michigan. 


Corporation 


“NEW DIMENSIONS | in electronics and data processing systems” 
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ELECTRIC MOTORS i/250 TO 60HP 
POWER PLANTS UP TO 5000 WATTS 
TRANSFORMERS + REACTORS + SWITCHES 


ELECTRICAL PRO 
TRICAL PRODUCTS Fim PoMlectonaerenticiconswidunoathrs 


4937 MANUFACTURING BLVD + TELEPHONE BALOwiN 4:2678 * CENTRAL CITY 62. OHIO 


TERMS-NET 30 DAYS 


~ YOUR ORDER NO 


suieto  [_ “1 | i " | | 


CUSTOMER'S NO 
- mo | 
SOLD TO | 


SAME AS SHIP TO 
UNLESS OTHERWISE 
NOTED ie J 
FO 8B SHIPPING POINT i 
ORDER NO QUANTITY ITEM NO 


+ +- — —— - $$ 
| | 5 ae ap are 


_ALL CLAIMS FOR DAMAGES OR ERRORS SHOULO BE MADE WITHIN 30 DAYS 


ESCRIPTION 
C R | AMOUNT 


@ @ © @ 86606¢6806C«wUC<C lLULlUlCUCOULULOMlClUOlClC 


1 
| 
| 
| 
| 
\ 
' 
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| 


We hereby certify that these goods were produced in compliance with all applicable requuements of Sections 6 T and 12 of the fi er 4 
2 of the fou Tabor stendeids oct 94 amended and of regulations and oide's ol Ihe United Stajes Dept of Labor s sued und 


0000866464864 64 @ @ @|. 


CRS 1 TOMPHRCRE mth BF aPDKEABIE ceyNeMaeTs oF Sections a 


Tana 12 at the 10s labor sThaderds 4: 99 emended: and at teguiatinna Be o1dess Of tne Unies Stale Depr oF ids: 


Diamos 


BPS doe SI cegoiaiiony oho coders Ot the Umied States Oepl sade! sued whan 5 
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NOW ...colorful, 
Continuous Forms to enhance 


your corporate image! F Tl 


Now available from Reynolds & Reynolds, continuous forms to match your 

family of fiat forms in colorful design and beauty ... . enhance your corporate 
image . . . work as an advertising and selling tool to favorably represent your 
company and its products . . . in addition to cutting paper work. 


Your experienced Reynolds & Reynolds representative will be happy to 
review your present continuous forms and submit new designs. If you wish, he 
will also introduce Reynolds & Reynolds famous line of flat forms—Unistyle 
stationery and Uniset forms—so that you can obtain your complete, matching 
line of business forms from one source! There’s no obligation for this service. 


Write to The Reynolds & Reynolds Company, 
Dayton 1, Ohio, for this 
gms PAY DIVIDENDS free booklet “10 Ways To Make Your 


OUR BUSINESS f 


To MAKE 2 ae ; 
weg Business Forms Pay Dividends” 
ny” 
Ho 
ose 


The Reynolds & Reynolds Company 


DAYTON, CHIO e CELINA, OHIO e DALLAS, TEXAS e LOS ANGELES, CALIFORNIA 


BUSINESS FORMS AND SYSTEMS SINCE 1866 
Also manufacturers of Post-Rite Pegboard Accounting Systems 
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New from Royal Precision... RPC-9000 


%, 


THE LOWEST-PRICED COMPLETE DATA PROCESSING 
SYSTEM ON THE MARKET TODAY! 


MARKETED BY ROYAL MCBEE, 


Economical design: The new, completely-transis- 
torized RPC-9000 is designed for serial mode of 
operation. This feature utilizing magnetostrictive 
delay lines for high-speed memory permits great 
reduction in original equipment costs. Tape trans- 
ports using continuously revolving loops of mag- 
netic tape rather than “start-and-stop” techniques 
further cut initial investment. 


Efficient operation: The RPC-9000 processes data 
“in line.” Data are accepted in random order, and 
all affected records are automatically updated in a 
single uninterrupted sequence of operations. No 
batching or sorting is necessary. Data are recog- 
nized by content, not location. This eliminates the 
need for location codes, and allows efficient utili- 
zation of storage capacity. Eight separate records 
are searched simultaneously. Completely buffered 
input-output permits simultaneous operation of all 
system components. 


Tailored to your needs: With the RPC-9000 you 
buy the exact amount of data processing you re- 
quire. Start with the basic system—computer, tape- 


If you have sales ability, and are interested in electronic data 
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or write Sales Administration Director, Ro 


typewriter, magnetic tape storage unit. Then, as 
your volume grows, you can add high-speed paper- 
tape punches and readers; punched card readers; 
line printers; additional tape typewriters; more 
magetic tape cartridges; more internal inemory. 
You can operate up to 30 of these devices at the 


same time. 


Economical in use: The RPC-9000 is designed for 
ease of operation and maintenance. It uses power 
from any ordinary wall outlet, requires no air con- 
ditioning or site preparation. This low-cost system 
will perform the full range of your data processing 
needs. See your nearby Royal McBee Data Process- 
ing Systems Sales Representative without delay, or 
write to the address below for comprehensive 
brochure, 


A) Royal Precision Corporation 


Royal Precision—producers of the LGP-30, the RPC-4000 and the 
RPC-9000—is jointly owned by the Royal McBee and General Pre- 
cision Equipment Corporations. Sales and service are available 
coast-to-coast, in Canada and abroad through Royal McBee Data 
Processing Offices. 


DATA PROCESSING DIVISION, PORT CHESTER, N. 


processing contact your nearest Royal McBee Data Processing Off 
yal McBee Corporation, Port Chester, New York. 
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X QUIZ—by Benjamin Newman, Tax Attorney 


ate petitions 
SICKNESS REASON FOR A TIME EXTENSION? 


he quest'ee—A man wants to file a petition for review 
f his tax liability. But because his attorney is hospi- 
lized, he cannot file within the time allotted by law. 
an he get a time extension? | 


he focts~A taxpayer may petition the Tax Court to 
view the Internal Revenue Service's determination 
f his income tax liability. But he must file the petition 
ithin 90 days from the date the Service mails him a 
otice that there is a deficiency. 

In this case, the man retained an attorney to obtain 
review of his tax liability. The attorney gave the 
roject to an assistant who proceeded to familiarize 
imself with the details. Unfortunately, the assistant 
ecame ill and was hospitalized before he could file the 
an’s petition. 

On the 90th day of the 90-day period, the attorney 
led a motion asking the Tax Court to grant the man a 
0-day extension. The ground for the motion was that 
e hospitalized assistant was the only person sufficient- 
familiar with the facts and circumstances to pre- 
are the petition. 


he ruling—The Tax Court denied the request. The 
w is clear, the court stated, and it does not have the 
uthority to extend the 90-day period. 


oannon vs. Commissioner of Internal Revenue, Tax 
Jourt, Docket #83363, decided February 11, 1960. 


ax fraud 


A MAN GUILTY IF EXPERT ADVICE IS WRONG? 


he question—A man of limited education, relying on 
xpert advice filed erroneous tax returns. Is he guilty 


f fraud? 


he foc's—The man in this case was a farmer and labor- 
r whose education did not extend beyond the sixth 
rade. Using a combination of good fortune and innate 
hrewdness, he built up a thriving lumber business 
hich rewarded him with a substantial income. 

As his operations increased in scope, they also in- 
reased in complexity. Aware of his limited education, 
he man began to rely heavily on the advice of reput- 
ble accountants, lawyers and banks, His tax returns 
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PETERSON, HOWELL & HEATHER, 


But, Only the Unique PHH Plan 
Gives You the Right Kind of Control 


Salesmen Ownership— Almost impossible to con- 
trol because of the tendency of manage- 
ment to over allow to meet continuing 
pressure from salesmen for higher allow- 
ances. The PHH Plan eliminates these 
problems to the complete satisfaction of 
both the company and its salesmen. 


Company Ownership—While this plan solves 
many of the problems of salesmen’s owner- 
ship, it presents a whole new set of prob- 
lems in administration and cost control. 
The PHH services provide efficient ad- 
ministration for such a plan and the means 
for controlling its cost. 


Leasing or Rentaa—While many such plans 
answer the objections to salesmen owner- 
ship or company ownership, they can be 
extremely costly. The PHH Plan enables 
companies to enjoy the advantages of 
leasing and still keep costs to a controlled 
minimum. 


Find out why more than 500 leading companies in 
business and industry are using the PHH Plan to 
good advantage . . . and how our services can bene- 
fit you in your operations. Cail or write for full infor- 
mation and a copy of our brochure entitled “A Look 
inte the Peterson, Howell and Heather Car Plan’. 


Complete Management Services for 
Salesmen’s Car Plans 


2521 North Charles Street— Department B-7 
Baltimore 18, Maryland 


In Canada—3970 Cote des Neiges Rd., 
Montreal 25, P.Q. 
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self-adhesive file-folder labels’ 


Avery's new self-adhesive File Folder labels press on 
with a fingers touch—there’s no unpleasant licking, 
sticky sponges, spilled water. You just peel them off the 
backing paper, press firmly—and they’re on to stay. 
Color coded for quick identification, they come in ten 
beautiful colors plus white. 

Filing is fun—it’s easy —with Avery’s new self-adhesive 


File Folder labels. Use the coupon to send for your 
samples today. 


FREE— New helpful hints booklet on 
filing tips—‘‘BRIGHT IDEAS to make 
BRIGHT GIRLS SHINE at FILING!” Write 
for your copy TODAY! 


th 


Anniversary 
1935-1960 


AVERY LABEL COMPANY, DIV. 150 
117 Liberty St., New York 6 © 608 So. Dearborn St., 
Chicago 5 ¢ 1616 So. California Ave., Monrovia, 
California * Offices in Other Principal Cities. 


r 

| 
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1 ay Please send me 

| e3 (J Samples of File Folder Labels 

| hey () Booklet on Filing Tips 

ses) \ (_] Other Time Saving Office Products 

| ieee My Name Position 
eee Company 

| ' +4 adhesive labels Add 
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| City Zone _ State 
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were prepared by a skilled bookkeeper who h ds 
specialized experience necessary for the man’s lumbh 
operations. Unfortunately, during all the years in qu 
tion, the man’s only office helper was an untrain 
clerical worker able to do only the most routine wo 

After some years, the Internal Revenue Service cc 
ducted an investigation into the man’s financial affai 
As a result of that investigation, the man was broug 
to trial on charges of fraud and tax evasion. 


The ruling—The Tax Court found that the man’s t 
returns were indeed wrong, but not so far wrong as 
warrant an inference that they were prepared and fil 
with intent to defraud. 

During the trial, the court observed the man’s I 
havior and was impressed by his manner, taking ir 
consideration his limited education. The inadequacy 
his education actually worked in his favor. It could r 
excuse him from responsibility for filing erroneous 3 
turns, but it did tend to prove, when combined with t 
general credibility of his testimony, that any mistak 
were honest mistakes, and not willful attempts to c 
fraud the government. 


Broadhead vs. Enochs, U. S. District Court, So. Di 
Miss. East. Div., decided December 29, 1959. 


Death benefits 


CAN THEY BE CLAIMED FOR UNPAID TAXES? 


The question—An employee dies leaving a tax del 
Is his wife, who receives death benefits, liable for t 


debt? 


The facts—An employee of the City of New York di 
He was a member of the citys employee retireme 
plan. Under the terms of the plan, his accumulat 
deductions are calculated and paid directly to his wit 
not to his estate. 

The estate, however, is liable for income taxes t 
man owed, but has no assets to pay them. In view 
this, the government contends that the wife is liable f 
the taxes, claiming that the death benefits receiv 
under the retirement plan constitute a transfer of pro 
erty from the husband upon his death. Under Secti 
311 of the Internal Revenue Code then in effect (Se 
tion 6901 of the present code ) the recipient of proper 
transferred upon a taxpayer's death may be held 1 
sponsible for the deceased’s unpaid taxes. 

The amount involved in this case was small, but t 
situation was a common one. Consequently it was d 
cided that a Tax Court ruling would be beneficial. 


The ruling—The court ruled that when a_ pers 
receives death benefits in cases like this, the extent 
his or her liability for the deceased’s taxes is determin 
by state or local law, not by federal tax law. 

The court examined the law of New York City ai 
found the city’s administrative code grants a statuto 
exemption from the claims of creditors. Thus, fom 
the court, the wife had the right to receive the mone 
and the money could not be reached by any credit 
of her late husband, including the U.S. governmer 


Laura Lewis vs. Commissioner of Internal Revent 
U.S. Tax Court, decided November 6, 1959. 
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PIERHASTWEN 


TYTWENTYVISION 


Price shown is manufacturer's suggested 
retail price subject to change without 
notice. Other models also available. 


A.B. DICK Company, 5700 W. TOUHY AVE., DEPT. MM-80, CHICAGO 48, ILLINOIS 
FR E E! Send new brochure ‘‘How to save time and get more work done 


A-B-DICK oe ee 
DUPLICATING PRODUCTS = Grnmem 


Address Lease 
City : Zone State 
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THIS IS THE 
BROOM 
THAT BUILT 
AN 
INDUSTRY 


Fifty years ago, this broom 
was in active service. It be- 
onged to a free-lance clean-up man 
*.. Morris Rosenberg. That he was 
ble to parlay the broom into the 
orld’s largest janitorial service 
ears witness to several things: that 
merica is indeed the land of oppor- 
unity; that he had a good idea; that 
e worked hard at it. 

Being a janitor has never been a 
est cure: it certainly wasn’t in the 
an Francisco of 1910. But even 
fter the idea came to him, and he 


gave up first-hand manipulation of 
his broom, Mr. Rosenberg continued 
to work murderously long and hard 
hours. 


And what was his idea? Like most 
good ones, it was extremely simple: 
contract janitorial service. Instead 
of hiring employees to come in and 
sweep out, Mr. Rosenberg persuaded 
businessmen to hire his firm to keep 
their premises clean. 


He started in a small way, natu- 
rally. Then, as business warranted, 
he added more help, more equipment. 
At first the jobs were personally 
supervised by Mr. Rosenberg, later 
by his foreman. Every job got the 
benefit of a specialist’s skill and ex- 
perience. And a specialist’s pride in 
his work. 


Because he bought supplies on a 
large scale, Mr. Rosenberg could do 
the job cheaper than his clients 
could do it for themselves. Because 
he hired on a large scale, he could 
afford to train his employees to do 
the work better. The same is still 
true. 


The firm grew rapidly. Now run 
by his sons, the American Building 
Maintenance Company is the giant 
of all janitorial maintenance firms. 
More than forty ABM offices in the 
U.S. and Canada serve thousands of 
clients, large and small. Grouped 


together into one place, the buildings 
serviced by ABM would constitute 
not only one of the largest cities in 
the world, but far and away the 
cleanest. 


ABM—tThe Giant Janitor—today 
cares for countless miles of floors and 
corridors. Keeps thousands of rest- 
rooms sparkling. Empties millions 
of waste baskets and ashtrays daily. 
Runs elevators. Checks thermostats. 
Changes light bulbs. Rolls out rub- 
ber mats when it rains. Helps keep 
industrial accident rates far below 
the old-time level. And saves Amer- 
ican and Canadian businessmen un- 
told man hours and dollars per year. 

If you would like to know more 
about the Giant Janitor’s services, 
call or write your nearest ABM of- 
fice. There’s no obligation on your 
part, only ours. 


CELEBRATING FIFTY YEARS OF 
OUTSTANDING JANITOR SERVICE 


MERICAN BUILDING MAINTENANCE COMPANY 


Serving more than 40 cities throughout the United States and Canada 


PLEASE ADDRESS INQUIRIES TO 335 FELL STREET, SAN FRANCISCO 2, CALIFORNIA OR CONSULT YOUR TELEPHONE DIRECTORY 
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TRANS WORLD AIRLINES, INC. °* U.S.A. * EUROPE * AFRICA ° ASIA 


‘NCR PAPER 


saves us its entire cost every year.” 
TRANS WORLD AIRLINES, Inc., Kansas City, Mo. 


“We use NCR Paper (No Carbon 
Required) for many different types 
of forms, including forms which are 
bound into books. 

“The cleanliness of NCR Paper 
is a very worthwhile and economic 
factor. Users of NCR Paper seem to 
develop a better mental attitude to- 
ward their work because they do not 
have to bother with carbon sheets. 

“Moreover, on NCR Paper sets 
there is no need to waste space to 
provide a gripping area for removing 
interleaved carbons. Instead, infor- 


mation can be printed to the edge 
of the sheets when space is critical. 

“Though the price of NCR Paper 
is often more than forms with car- 
bons, we estimate the time saving 
and other advantages of NCR Paper 
offset the extra cost many times 


over, thus saving us its entire cost 
every year.” 


eS N, AEN RSS Sree 


Vice President-Purchasing 


TRANS WORLD AIRLINES, INC. 


ASK YOUR LOCAL PRINTER OR FORMS SUPPLIER ABOUT NCR PAPER 


Another Money-Saving Product of 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, ohio 


1039 OFFICES IN 121 COUNTRIES » 76 YEARS OF HELPING BUSINESS SAVE MONEY 


28 


(Circle number 133 for more information) 


(Stel 
oh ni a5 FO 
"i &, 


° eof, 


Trans World Airlines 
saves time and money with 
these NCR Paper forms: 


Jet Aircraft and Engine Log 

Flight Operations Enrollment 
Flight Operations Release 

Refund Settlement Advice 

Aircraft Load Record 

Interline Baggage Tag 

Record Ticket and Baggage Check 
Charter Ticket and Baggage Check 
Company Ticket and Baggage Check 
File Requisition 

Ticket Look-Up 
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SALES BUILDERS 


ITH ODOR 


More AND MoRrE alert manufac- 
rers and service establishments 
e capitalizing on the super selling 
ower of suitable scents. 

They add these appropriate, ap- 
ealing odors to products, pack- 
ges, invoice stuffers, magazine 
dvertisements, direct mail letters, 
tore lobbies—even lockers. 

For instance, Grand Central Sta- 
on now boasts 2,712 baggage lock- 
ts, owned by Mercury Interna- 
ional, that waft a fresh outdoor 
roma. 

One laundry wraps its shirts in 
ented polyethylene—almost du- 
licating the fragrance of sweet, 


Some candy box overwraps have 
een impregnated with a chocolate 
i mint odor to lure the buyer. 
A bus line in Cleveland has 
dded perfume to its diesel fuel to 
xvercome its citizens’ objection to 
xhaust fumes. 

One leather conditioner contains 
“new leather” odor. Charcoal for 
he barbecue has gained outdoor 
hefs’ approval with “woodsy” smell 
vhen it’s ignited. 

Even an odorless, factory-made 
ertilizer now incorporates an au- 
hentic barnyard smell—and sales 
lave jumped. 

Pleasant aromas are greeting 
fartsdale, N. Y. residents these 
lays. As a part of the regular gar- 
yage collection service, refuse cans 
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are sprayed with lavender. County 
Chemical Co., East Meadow, N. Y., 
dreamed up the idea. 

Whatever your problem, product 
or purpose, you can add oomph 
with odor—from new-mown hay to 
fresh baked bread or ham. 

The Fragrance Process Co., Inc., 
to name one company, has quite a 


repertoire of smells for sale. They 
range from a plain clean smell to 
an exotic perfume—from potatoes 
to a he-man scent. 

These aromas can be impregnat- 
ed in newspaper, magazine or mail 
advertising, in boxes or packaging 
of any type or in point-of-purchase 
displays. 

If yowd like to sniff out the possi- 
bilities of selling more with smell, 
circle number 253 on the Reader 
Service Card. 


GAIN WORKERS’ RESPECT 
FOR EQUIPMENT 


m Less THAN A DAY’s clerical time 
and less than a dollar’s worth of 
blank labels have saved thousands 


Clip out and route to: 


Workshop for Management 


PRACTICAL IDEAS YOU CAN USE RIGHT NOW! 


of dollars for Paramount Paper 
Products, Omaha, Neb. 

The simple system, called the 
perpetual pricetag plan, by Plant — 
Manager James Clay, can be adopt- 
ed by any plant or office—particu- 
larly a computer center. The meth- — 
od started producing results for 
Paramount immediately in increas- 
ed efficiency and lowered repair 
costs. 

Here’s how the system works: 
The name and replacement cost of 
each production machine in the 
plant was marked on pressure-sen- 
sitive labels. This took about six 
hours of concentrated effort plus 
the cost of the labels—about 75 
cents retail. (Free in Paramount's 
case since they are manufacturers 
of labels. ) 

A label was placed on each ma- 
chine in easy view of the operator. 
Many workers were surprised— 
even gratified—Mr. Clay says, at 
the big pricetag on their machines. 

An immediate result of the per- 
petual pricetag plan was noticed 
in the supply department. There 
was a slight increase in the amount 
of cleaners and maintenance aids 
requisitioned. 

During coffee breaks, workers 
compared notes of the different 
values of machines they operate. 

Since the plan was instituted a 
year ago, repairs have dropped ap- 
preciably. The annual saving is es- 
timated at 14.6% in machinery and 
parts alone. Added to this is con- 
siderable downtime saved by few- 
er machinery failures. 

As a service to American indus- 
try, Paramount Paper Products is 
interested in making all workers 
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Just “touch” the carton 
and there’s your label 


Weber Toouch-Stenciling—the fast 
easy way to address multiple 
carton shipments... 


No more stencilboards, rubber stamps or 

_label typing. Instead, you can print facsimile 
labels directly on cartons with just a “touch” 
of a Web-O-Print hand duplicator. 


Stencils are pre-cut to duplicate your label. 
Customer’s name and address or product in- 
formation is filled in on a typewriter or by 
hand. Then slip the stencil on the handy 
duplicator and touch-stencil all the cartons 
in the shipment. The duplicator leaves a 
clean, sharp print that will not fade, rub or 
wash off. 


It’s so easy to do. With a smooth, one-hand 
motion 40 to 50 cartons can be addressed in 
a minute. The duplicator holds enough ink 
for several thousand impressions and_ it 
prints anywhere — cardboard, wood, paper, 
smooth or rough, round or flat surfaces. 
After the shipment has been addressed the 
stencil is thrown away, saving filing time 
and space. 


, Send for free bulletin on Weber ‘Touch-Stenciling’’ p 
methods. Packed with ideas on address- 
ing and marking multiple shipments. 


Weber 


methods. 
MARKING SYSTEMS company 
Individual 
Sales and Service in Pecition 
all principal citi 
P P oe Address. 
City 


WEBER MARKING SYSTEMS, INC. 
Dept. 19-H 

Weber Industrial Park, 

Mount Prospect, Illinois 


FAST, EASY. Stencils are pre- 
cut to your specifications. Type 
or handwrite in the variable 
data and slip on duplicator. 
Takes just seconds to change 
stencils for each order. 


Send me your bulletin on “‘Touch-Stenciling”’ 


Zone State. 


(Circle number 147 for more information) 
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aware of the replacement cost: 
machines. To promote the driy 
this firm offers without charge 1d 
specially prepared pressure-seng 
tive labels bearing the legeno 
“The replacement cost of this mj) 
chine is $ . Use it with care 
The labels are not for sale and r 
obligation is involved. 


To secure 100 of these free label 
circle number 217 on the Read: 
Service Card. 


HELP YOUR SECRETARY 
TO HELP YOU 


m™ A REALLY GOOD’ SECRETARY 
hard to find—and keep. If you hay 
a good secretary, Joseph M. Kes 
linger, head of J. M. Kesslinger 
Associates, Newark, suggests yc 
answer these questions if you wat 
her to be happy about working fc 
you. 

™ Do you train your secretary 
the rudiments of your job so she cz 
be of more assistance to you? 

™ Do you foster her  creatiy 


thinking and suggestions about yo 
and her own job? 

™ Do you maintain a_ friend 
sympathetic relationship to ceme 
her loyalty? 

™ Do you encourage her to reqt 
sition up-to-date equipment to he 
her with her work? 

™ Do you remember her compa 
service anniversary and sometim 
mark a special occasion or extra j 
well done with a small gift? : 


CHECK ALL COMPONENTS 
FOR GOOD FORM DESIGN 


@ PROPERLY DESIGNED forms can i 
plement the smooth, speedy fi 
of paperwork procedures. Whe 
ever you prepare a new form or! 
vise an old one, use this checkl 
to insure efficient design: 


]. Consider function. Will the 
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port gather data essential to your 
operations? Does it duplicate in 
part, or in whole, the function of 
another form? 

2. What entries are vital? Elim- 
inate all non-essentials. 

3. Spot all unvarying data and 
preprint it. 

4. Follow normal sequence of en- 
tries. If more than one clerk enters 
data, group fill-ins in zones for each 
individual. 

5. Check spacing. Pretest hori- 
zontal and vertical machine fill-ins. 
Minimize tab-setting. Allow enough 
space for handwritten fill-ins. 

| 6. Place name of form and des- 
ination for quick identification to 
peed processing and routing. 

7. Spell out instructions for use. 
8. If form is mailed, check carrier 
envelope for easy fit. Eliminate 
ouble addressing by designing 
orms for window envelopes. 

9. Utilize colors as signals for 
‘unction or routing of copies. 

10. Review over-all appearance. 
[s it easy to read, self-explanatory? 
Does it reflect the prestige of your 


PROFIT MAKERS 


ONITOR PHONE CALLS 
OR SLIPSHOD PRACTICES 


A MAJOR PORTION of your daily 
contacts with customers, prospects 
ind the public is made over the 
elephone. 

Operators, secretaries, salesmen, 
»ven executives, sometimes fall into 
ad telephone practices. 

Why not occasionally have staff 
hone calls monitored. Include 
yourself in the listening-in check- 
p: One caution: forewarning peo- 
ole of the monitoring schedule will 
lefeat your purpose of uncovering 
nattention, boredom, vagueness, 
urtness, and other poor telephone 
bractices. 

| Air France, for example, has im- 
roved telephone techniques in its 
sondon reservation office by this 
monitor system. The reservation 
manager periodically cuts in and 
‘ecords clerks’ conversations. Later 
he conversation is played back. 
Vaults and shortcomings are dis- 
sussed with the individual and his 
ood points applauded. 


Not all monitoring results in rep- 
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Credits 
checked 
earlier! 


Pitney-Bowes 


MAILOPENER 


Pitney- Bowes, Inc. 
4557 Walnut Street, Stamford, Conn. 


«.. originator of the postage meter... 
139 offices in U.S. and Canada. 


«@Ip 


Mail opened and distributed when the 
office opens gives your credit department 
a head start for the day, and speeds your 
order filling. A MailOpener helps every 


department get going earlier! 


e Opening letters by hand is slow, time 
taking. A MailOpener trims a_ hairline 
edge off the envelope, is quicker, neater, 
more efficient. Opens envelopes of any 
size, weight, or stock. Three models, hand 
or electric, for any size office, even the 
smallest. 


e You can have a demonstration of the 
MailOpener in your office, no obligation. 
Justask the nearest Pitney-Bowes branch. 
Or write for free illustrated booklet. 


FREE: Send for handy desk or wall chart of 
postal rates, including recently increased 
parcel post rates. 


(Circle number 136 for more information) 


UNTANGLE TAPE” 


ACME VISIBLE SYSTEMS : 
HANDLE TAPE OR PUNCH CARDS f 
IN RECORD TIME 


Office automation is only as fast as your 
filing system. So back your machines 
with the fastest. Back them with Acme 
Visible. Tapes and punch cards are 
instantly filable and instantly available. 
Payroll, dividends, royalties, interest... 
for whatever purposes you use automatic 
machines, there’s an Acme Visible Sys- 
tem to keep pace with them and give you 
full benefit of speed and savings. 


a 


et 
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1 ACME VISIBLE RECORDS, Inc. 
| 1208 West Allview Drive, Crozet, Va. 


Please send brochures showing filing methods for fast 
handling of input and output of |. D. P., E. D. P. and other 
automation systems. 


I Name. 


I Company 


Title 


| Address 


I City. State. 


Mh ees ee ee eee ee 


Fe et ee 
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call United 


for “SAFE-GUARD” Moving Service 


uling a cross-country tour... you'll like the personalized care 
United’s “SAFE-GUARD” moving service provides. 


Door-to-door delivery on one bill of lading is handled for 1 


‘ you by United’s display moving specialists. And United’s 
new custom-designed Sanitized* vans afford full protection— 
without costly crating—plus greater loading flexibility and 
convenience. 

When the occasion calls for putting your show “‘on the road” 
call the reliable United Agent. He’s listed under “MOVERS” 
in the Yellow Pages. 


*REG. U.S, PAT. OFF. 


United 


Van Lines 
ee 


ROMA WITH CARE EVERYWHERE® 


(Circle number 146 for more information) 


Whether you’re planning to exhibit in a single city ... or sched- \ 
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rimands. One official who now an 
then monitors phone conversation 
was gratified to hear a girl at th 
service desk tell a customer in 
brisk, pleasant voice: “I'll be glad t 
hurry those parts to your shop, Mi 
Williams.” Analyzing this 12-wore 
answer, he realized this employe 
indicated pleasure in serving th 
customer, promised prompt actio; 
and concluded with the compli 
ment of voicing the customer’ 
name. A check showed that cus 
tomers often asked personally fo 
this perennially pleasant and serv 
ice-minded clerk. She was upgrad 
ed to supervisor where she now in 
structs and prompts others to injec 
interest and enthusiasm in thei 
phone manners and voices. 


SAFETY INSURERS 


PROMOTE FLEET SAFETY 
WITH DRIVER INCENTIVES 


™ CONCERNED OVER the mountin: 
number of company car and truc! 
accidents, many firms are takin: 
steps to foster safe driving of com 
pany fleets. 

Safety incentives programs vary 
To be effective, however, reward 
need not be large. 

To cite one case, The Walgree: 
Drug chain instituted a “double 
the-ante” scheme. For the firs 


quarter of the year, $3 is awarde 
each driver with an accident-fre 
record, For each succeeding thre 
months, the prize is doubled—mak 
ing a total of $45 for a full yee 
without an accident. 

The award system is bolstered b 
a series of safety letters. Safe dri 
ing certificates and award check 
are mailed to the worker’s hom 
Fleet Director Chester T. Bonk re 
ports 37 out of 44 drivers earned th 
full $45 award. The other seven r 
ceived partial awards. 

At Thomas J. Lipton, Inc., Hi 
boken, N. J., each driver collec 
points for safe driving. At the yeat 


MANAGEMENT METHOI 


ONLY HONEYWELL GUARANTEES ITS SYSTEMS WON’T DAMAGE YOUR TAPES! 


NOW...HONEYWELL EDP SYSTEMS AIR-CUSHION 
MAGNETIC TAPE TO PROTECT VALUABLE RECORDS 


Honeywell electronic data process- 
ing scientists have developed the 
world’s most reliable tape drive mech- 
anism. It virtually eliminates the com- 
mon causes of tape damage which can 
shut down the equipment for costly 
minutes or hours. This new technique 
is so reliable that Honeywell is the 
only computer manufacturer that 
guarantees its Systems will not break 
or damage your tapes during process- 
ing. If they do, tapes will be replaced 
without charge. 


NO PINCH ROLLERS — ANY- 
WHERE. Only Honeywell 800 and 
400 high-speed Systems transport 
magnetic tape by air throughout the 
processing cycle. Vacuum capstans 
take the place of old-fashioned pinch 
rollers, dramatically reducing wear 
and tear, flaking and scratching. 
The recording surface is touched 
only by the recording head 
and only when information 

is read or recorded. Since 
nearly every read- 
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SHREERING THE FUTURE 


write error can be traced to tape 
surface damage, it is clear why Honey- 
well tape drives are intriguing manage- 
ments in all parts of the business world. 


ADD ORTHOTRONIC CONTROL 
— AND MAKE SURE. Added to 
this advanced technique of vacuum 
transport is Honeywell’s exclusive 
Orthotronie Control, which insures 
uninterrupted accuracy during proc- 
essing. Using Orthotronic Control, 
Honeywell Systems can re-create lost 
or damaged data instantaneously — 
without human aid, without reprocess- 
ing. Errors can be detected and cor- 
rected automatically in 1/20th of a 
second. Where other systems would 
stop and blink signals for human help, 
Honeywell 800 and Honeywell 400 will 
simply do what needs to be done and 
keep humming right along at top 
speed. 


ELIMINATE UNPRODUCTIVE 
MACHINE TIME. This self-correcting 
ability plus the protection inherent 


Vacuum capstans propel tape gently and pre- 
cisely throughout processing cycle, removing 
danger of damage by pinch rollers. 


in airborne tape combine to boost your 
profit potential on any data processing 
application. These Honeywell scien- 
tific advances help eliminate machine 
downtime, which methods men know 
can often cancel the economic gains of 
electronic data processing. 


INVESTIGATE HONEYWELL 
800 AND 400 SYSTEMS. Greater 
reliability in data recording is but one 
of the several major factors that multi- 
ply the cost advantages to users of 
Honeywell EDP Systems. If your 
company is now considering the move 
to electronics, we respectfully suggest 
you put Honeywell Systems at the top 
of your list for investigation. Our ap- 
plications engineers will be glad to dis- 
cuss your individual requirements. 


For more information, get in touch 
with your nearest Honeywell office. 
Or write Minneapolis- Honeywell, 
Datamatie Division, Wellesley Hills 
81, Massachusetts; or Honeywell 
Controls Ltd., Toronto 17, Ontario. 


WHY HONEYWELL RECORDING TECHNIQUES ARE FASTER, MORE RELIABLE 


Recording head alone touches recording sur- 
face of magnetic tape, reads information with 
tape moving forward or backwards, 


Information is read or recorded with tape mov- 
ing 120 inches per second, a transfer rate of 
96,000 decimal digits per second. 


Tape changes can be made in less than 25 sec- 
onds. Changes on other data processing systems 
often require several minutes. 


Honeywell 


(Circle number 128 for more information) 


“AUGUST 1960 33 


COTTON* Improves Sanitation 
in new *2,000,000 plant 


* Cotton toweling supplied to Lovable 
Brassiere Company by Atlanta 
Linen Service, Division of National 
Linen Service Corporation, Atlanta, 
Georgia. 


e The Lovable Brassiere Company, Atlanta, Georgia, believes strongly in 
maintaining the best working conditions possible for its employees. Spend- 
ing $2,000,000 on a new plant last year, this 35 year old manufacturer in- 
cluded cotton toweling as one of the ‘‘must”’ conveniences for its 1,000 plant 
and office personnel. 

Cotton toweling, management finds, contributes to morale by assuring 
higher sanitation conditions. Washrooms stay neater, there’s no litter to 
cause dangerous fire hazard. And, cotton speeds up washroom traffic, is 
easier to service, saves on maintenance costs. Why not find out about cotton 
towels and toweling for your business. Write for free booklet to Fairfax, 
Dept. R-8, 111 West 40th Street, New York 18, N. Y. 


Here’s How Linen Supply Works... 


You buy nothing! Your linen supply dealer furnishes 
everything at low service cost—cabinets, pickup and 
delivery, automatic supply of freshly laundered towels 
and uniforms. Quantities can be increased or de- 
creased on short notice. Just look up LINEN SUPPLY 
or TOWEL SUPPLY in your classified telephone book. 


Clean Cotton Towels... 
Sure Sign of Good Management 


Fairtax- Towels & 


xTILE 
WELLINGTON SEARS COMPANY, 111 WEST 40TH STREET, NEW YORK 18, N.Y. 
(Circle number 148 for more information) 
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end, a catalog is mailed to his home 
for his selection of gifts—such as a 
radio, iron, or toys. More expensive 
gifts are given for longer periods. 

Jewel Tea lets safe drivers share 
in the savings effected. The more 
accident-free years to his credit, 
the greater his share. 

After a driver scores 60,000 safe 
miles, American Mutual Insurance 
Co. lets him use the company car 
for personal use without charge. 

On the other side of the coin, 
some companies get good results by 
penalizing offenders. For instance, 
one firm docks its salesmen-drivers 
up to $100 for any preventable ac- 
cident. Gimmick here is that the 
fines go into a pool which at year's 
end is distributed among all acci- 
dent-free drivers. 

Another company in Texas re- 
wards three years of safe driving by 
installing an air conditioner in the 
car. If the salesman is later in- 
volved in a preventable accident, 
out comes the cooler. 

Most companies lean heavily on 
the personal recognition and pres- 
tige element, whatever the scheme 
is to foster safe driving. 


COST CUTTERS 


USE CARPETS TO 
REDUCE CLEANING COSTS 


™ CLEANING OPERATIONS at Du 
Pont’s two downtown office build- 
ings in Wilmington were a major 
cost. 

With 5,700 employees, not to 
mention a daily stream of visitors, 
tracking in dust and dirt at en- 


trances and elevators, floor scrub: 
bing crews had to make the rounds 
nightly. 

After extensive cleaning studies 
Building Services Manager Ben 
jamin R. Sauselein decided to in 
stall nylon carpets at all building 
entrances, as well as in passenge: 
and freight elevators. 

The carpets, it was found, re 
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Wright Line, the 
originator and world’s largest 
manufacturer of data processing acces- 
sory equipment, now offers a complete 
selection of control panels and wires, un- 
conditionally guaranteed and backed by 
more than 26 years of experience in pro- 
ducing products for the data processing 
industry. 


Manufactured to !/.B.M. standards, 
these all-new, light-weight panels are stur- 
dily constructed of an aluminum alloy in 
a distinctive gold color on smooth metal 
surface. Handles are designed for handling 
ease and the black panel surface clearly 

i diagramed with baked on printing. 


Available through all Wright 
Line offices located throughout the United 
States and in Canada. Same day shipment 
is an assurance. : 


STORE and 
FIND RECORDS 


FASTER 


... with NEW Spring-Lock Closures 


Letter and Legal sizes provide 
full 24 inches of storage. Corrugated 
fibre-board strengthened by flat channel 
steel overlap top—keeps out dust, permits 
flat stacking. One piece, automatic locking 
bottom. Convenient pull handle, front index 
panel, Attractive, convenient, economical. 


Send for FREE Manual of Record Storage 
Practice; complete products catalog. 


Clip ad to your letterhead and mail to: Dept. MM-8 


4 > BANKERS BOX COMPANY 


Record Storage Specialists Since 1918 


Bead 2607 N. 25th Ave., Franklin Park, Ill. 


(Circle number 105 for more information) 
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Easy Reference 
AT NO EXTRA COST 


2 When reports go to “The 

2 Boss,” why not make them 
error-free, more readable, 
quick and easy to use 

for comparisons and figure 
analysis. Everyone will be 
pleased. Hano Lithographed 
Tabulating Forms with 
shaded vertical or horizontal 
columns are the answer. 
They are worth looking 
into right away. 
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write for 
FREE SAMPLE PACKET NO. 106 


COMPANY, INC, 


ROCKET 
YOUR 


Give your sales a 
real thrust with a 
jewelry miniature 
of your trade- 


FON 
ae; mark or product. 
SENS Write for free 
ry folder today. 
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WILLIAMS & ANDERSON CO. 


INDUSTRIAL DIVISION 


Cuban Manufacturers RSM 1861 


14 Third Street, Providence 6, R. I. 


(Circle number 150 for more information) 
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AVE EXECUTIVE TIME 
REFERENCE ERRORS 
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MAIN OFFICE AND FACTORY 
HOLYOKE, MASSACHUSETTS 


BRANCH PLANT 
MT. OLIVE, ILLINOIS 


LITHOGRAPHED BUSINESS FORMS: SINCE 16886 
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he Boss... 


moved and collected water and dit 
from the shoes of people entering 
the buildings, thus substantially re- 
ducing tracking in the lobbies. Car- 
pets in the elevators also minimized 
tracking throughout the buildings. 

As a result, floor scrubbing fre- 
quency in the main lobbies has been 
extended from a nightly to weekly 
chore. Further, floor scrubbing of 
tile and linoleum in hallways has 
been extended from a six-week in- 
terval to four months. 


BURY 
YOUR DEAD FORMS 


™ OBSOLETE FORMS do not die or 
fade away. If you don’t have an or- 
ganized plan for getting rid of 
them, they will continue to clutter 
your shelves indefinitely. 

Storage space costs money. So 
does shuffling excess or dead forms. 
Leslie Matthies, head of Ross-Mar- 
tin Co., Tulsa, suggests you check 
for the symptoms of “death” by 
keeping and checking a form’s ac- 
tivity report. Review it at least once 
a year. Discard any and all useless 
forms. 

Even in a small organization, an 
adequate forms control program 
can save several hundred dollars a 
year. 

In large companies, a forms con- 
trol program can result in savings 
of hundreds of thousands. 


THOUGHT STARTERS 


GIVE-AWAY GIMMICKS IN 
RECENT UNION CONTRACTS 


™@ HERE ARE A FEW of the union de- 
mands to which management has 
agreed in recently signed contracts. 
They are published here without 
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nationallease 


the PREFERRED 
‘way to lease trucks 


because it’s national 
in experience and 

service —local in costs 
and controls 


Nationalliease supplies everything 
but the driver at flexible, local-level 
costs. On-the-spot management 
provides highest efficiency; full 
service, one-invoice truckleasing— 
the LEASE-FOR-PROFIT way. 


Nationalliease service doesn’t add 
to your cost...it saves. Saves the 
capital and management time you 
now spend on trucks so you can 
put yourself—and your money— 
back into your own business, 


Lease for Profit 


Lease a new Chev- 
rolet, or other fine 
truck, operate it as 
your own with 
no investment, 
no up-keep. 


& For facts about full-service, ‘‘Lease- 
for-Profit’’ truckleasing — and the 


name of your local Nationalliease 


firm, write 


i / NATIONAL TRUCK 
LEASING SYSTEM 


Serving Principal Cities of the United States, 
Canada, and Puerto Rico 


23 E. JACKSON BLVD., SUITE: M-8 CHICAGO 4, III. 
(Circle number 134 for more information) 
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comment, as reported by Walter E. 
Elliott Associates, Cincinnati indus- 
trial relations consultants. 

® A California company agreed to 
pay divorce costs of its employees. 
™@ In New York, one concern be- 
stows an extra day’s pay on the 
anniversary of each worker’s em- 
ployment. 

# A Seattle manufacturer cannot 
discharge a worker unless he satis- 
factorily passes a physical exam- 
ination. 

= A firm in Chicago is paying a 
“loyalty” increase for every five 
years of service, regardless of the 
individual's “loyalty.” 


GOODWILL CREATORS 


HUMANIZE 
YOUR LETTERS 


@ ALTHOUGH YOUR CORRESPONDENCE 
may be written to a cold corpora- 
tion, it will be read by an indi- 
vidual. So be warm and human in 
every letter you write. It’s the per- 
sonal touch that packs persuasive 
power. 

Advertising Manager W. B. Bira- 
cree, Smith-Corona, Syracuse, sug- 
gests these ways to keep your let- 
ters simple and friendly: 

1. If a little word will do as much 
as a big word—use it! 

2. Don’t sell short the short sen- 
tence! Long sentences can some- 
times obscure your meaning—mis- 


lead the reader. Short sentences are 
usually clearer, have more impact. 

3. Retire such tired, worn-out 
terms as “please be advised” and 
others of the same stilted ilk. 

4, Use names. Use pronouns. In- 
stead of applicant, claimant, etc., 
identify the person by name. Hu- 
manize your letter. Sprinkle you, 
he, she throughout and let them go 
to work brightening up the page. 

5. Use action words and verbs. 
They give motion to a letter, point 
up your message. 


A world-wide firm moved 
its engineering staff to 
MAINE ... and 


ee 


(New rent 90¢, former $8.50) 


6,000 square feet of office 
space were required by this 
firm’s engineering staff of over 
100 technical and professional 
employees. An annual savings 
of thousands of dollars in 
rental costs will be realized 
by management. 

These engineers and archi- 
tects have found modern 
housing to be less expensive 
in Maine, the State of Better 
Living. Commuting time has 
been reduced, too. In fact, 
believe it-or not, there isn’t 
a stop light between many of 
the suburban homes and the 
new office space. 

Employees live and work 
better, management’s costs 
have been reduced, and 
Maine is proud to be able 
to share in this firm’s con- 
tinued successful operation. 

If you'll write Lloyd K. 
Allen, Commissioner, Maine 
Department of Economic De- 
velopment, Room 212, State 
Capitol, Augusta, Maine, 
your confidential inquiry will 
receive prompt attention and 
complete details about the 
advantages Maine has to offer 
your business. 


MAINE DEPT. OF 
ECONOMIC DEVELOPMENT 
Augusta, Maine 
New York City Office 
Phone COlumbus 5-2460 
Lc senwreioeaae Mae S | 


(Circle number 125 for more information) 
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Thousands of firms are profiting 


from this versatile telephone! 


mel) Bigs 


/s yours? 


It’s THE CALL DIRECTOR telephone 


We’re getting high praise for it from business 
firms all over the country. It’s boosting operating 
efficiency —at low cost—wherever it is being used. 


Efficiency is the Call Director’s strong suit. Its 
versatile pushbuttons put as many as 29 outside, 
extension or intercom lines right at your fingertips. 
With Bell System intercom, it gives you interoffice 
connections in an instant. It permits six-way tele- 
phone conferences. It lets you add others to calls 
on your line and hold calls on several lines at 


Available in an 18-button executive model (shown) and a 
30-button secretarial model... both in green, gray or beige. 


once if you wish. You just push a button—or dial. 


The effect it has on productivity and profits 
will delight you! 


ONLY ONE EXAMPLE 


The Call Director is only one example of new 
Bell System equipment now available to serve you 
profitably. Why not learn about all these new de- 
velopments? Just call your Bell Telephone business 
office and a representative will visit you at your 
convenience. No obligation, of course. 


BELL TELEPHONE SYSTEM 


MANAGEMENT METHODS 


Picture your company 
in this favorable business site 
But now turn the page and... 


39 


AUGUST 1960 


An interview on plant site selection 


with Victor Gruen, architect and urban planner 


tOW TT?) 


Don't select a business site on the basis of present advantages and 


promises alone. Instead, find out how the location shapes up for the 


years ahead. Get the facts on whether sound plans have been made 


in terms of labor, taxes, housing, traffic congestion and all other 


factors that relate to your business. Here a noted urban planner tells 


you how to predetermine how a plant site will look 20 years from now. 


<_< Could your company be lured to 
a business location only to find that with time the 
attractions fade, the business climate deteriorates? 

Suppose you are seeking a place to locate a plant, 
office, warehouse or other operation. If you base 
your operation on present benefits alone, you run 
the risk of a costly, business stunting error. 

Many examples sadly attest to this fact. Some 
firms have learned too late that business benefits 
which exist in a community today are not neces- 
_ sarily there tomorrow. 

How can you avoid a business location that 
might become less appealing with time? The an- 
swer is to judge a town or city on its plans for the 
years ahead, not just on its present appeals to busi- 
ness. 

To find out how to judge a town by its planning, 
MANAGEMENT METHoDs sent management writer 
Claire Trieb Slote to interview Victor Gruen, an 
architect and noted planner of urban areas. In the 
tape-recorded interview, Architect Gruen related 
specific methods you can use to determine how 
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sound is the planning being done in a prospective 
plant location. 

Victor Gruen has become a known—and contro- 
versial—figure for many of his programs of commu- 
nity planning, urban renewal and town revitaliza- 
tion. Credited with creating the tree lined, autoless 
shopping mall, he has been outspoken in his attack 
against urban traffic ills. But he has been equally 
outspoken against the lack of planning that goes 
into many attempts to update communities. 

Gruen, trained as an architect in Vienna, came 
to the U. S. in 1938 and opened his own archi- 
tectural offices. He now heads Victor Gruen As- 
sociates, a six-man partnership of architects, plan- 
ners and engineers, with 200 employees and offices 
in New York, Chicago and Los Angeles. He is co- 
author of Shopping Towns, U. S. A., a new book 
on shopping centers published by Reinhold. 

Now, turn the page and read what this experi- 
enced urban planner has to say on the subject of 
how to size up a plant site, not only for the present, 
but for the future. 


MANAGEMENT METHODS 
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... see what could happen in 20 years 


Ff the town hasn't planned its growth, your company could find itself facing traffic snarls, 
rowding, disorganization and other elements that turn a favorable site into an unfavorable one. 
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Mr. Gruen, do you 
think businessmen do a good job 
of sizing up the community in 
which they plan to locate a plant? 
A. No. They do all the usual things: 
check labor supply; make sure of 
essential physical facilities like sew- 
erage, electrical power, transporta- 
tion; size up the current tax situa- 
tion; and look over the town’s social 
and cultural attractions for their 
executives. But very few business- 
men consider the most important 
factor of all: how the community is 
planning now for the future. 


Q. Can a town or city know now 
what it’s going to be like in 20 or 
30 years? 

A. If it doesn’t, it’s a good one to 
avoid. No community stands still. 
The company that invests in a town 
or city should make certain that it 
knows where it’s going, or it'll have 
a serious recruiting problem. 


Q. You mean, he should check the 
labor force 20 years hence? 


A. No, he should check the environ- 
ment 20 years hence. Recently, Mr. 
H. L. Hoffman of Hoffman Elec- 
tronics reported that in trying to re- 
cruit engineers for two of _ his 
branches, he received two applica- 
tions for Los Angeles and 30 for 
Santa Barbara. It’s probable that 
those who wished to work in Santa 
Barbara could even be hired for less 
money. Obviously, people do not 
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want smog and traffic congestion 
when they can enjoy a lovely en- 
vironment with golf courses, beauti- 
ful scenery and swimming in the 
ocean, which isn’t polluted. All in- 
dustries, not just electronics, must 
think of creating conditions to lure 
higher types of employees. Also, 
they should be reasonably sure of 
how the community will handle its 
growth so that the features that 
brought them there don’t change, or 
possibly even reverse themselves. 


Q. Businessmen are naturally inter- 
ested in taxes. How well can these 
be projected into the future? 


A. Fairly accurately, since taxes 
are tied directly to the general com- 
plexion of the community. Don’t 
rely on the low tax especially de- 
signed to lure industry, if the town 
doesn’t have proper planning ma- 
chinery for the future. Otherwise, 
youll be paying for the planning 
and a lot of other services you did 
not see when you came. In so many 
communities we have suburban 
refugees from the big city who 
make necessary large expenditures 
for schools, playgrounds, sewers 
and other public works. Such com- 
munities usually come to the con- 
clusion that in order to meet the 
cost of capital improvements, they 
must have some industry. In order 
not to disturb the residential char- 
acter, they look for something neat 
and clean like research laboratories 


“Before you select a business site, make sure th 


or possibly an electronics plant. Tc 
such industries they will offer ta: 
concessions and other advantages 
But it can be foreseen that thi 
situation cannot go on for very long 
That lonely industrial newcome 
will pay and pay and pay. 

Q. What's the desirable community 
picture for a healthy tax situation! 
A. A broad tax base, that depend. 
not only on housing, which charac 
teristically gives a low tax yield 
but on a well-integrated, sounc 
economic basis. Detached housings 
should be mingled with apartmen 
housing which is a much better tax 
payer. It may not pay more pe: 
unit, but its demands on the com 
munity are much lower. For in 
stance, it costs less to supply sewer: 
to 100 families in one apartmen 
house than to 100 private homes 


Q. For executives seeking an ex 
clusive community, isn’t this kinc 
of mix undesirable? 

A. I don’t think so. A communit: 
which relies on one type of housin; 
—and I mean that economically anc 
racially—is not healthy. Even the 
high class suburban economic ghet 
tos aren't working out because you 
can’t get gardeners and maids anc 
carpenters without driving for at 
hour to fetch them. Such communi 
ties require greater services, greate 
tax rates, and aren’t viable. 


Q. What general factors should : 
businessman consider in evaluatin; 
a town? 


A. One revealing aspect is its traffi 
flow. Just think of it, the automobil 
is only 50 years old. Thirty year 
ago it was available only to the rich 
or gave pleasure to the automobil 
sports enthusiast. Today, it’s a 
overpowering element in our living 
Yet our cities, in their plannin; 
techniques and in their basic pat 
terns, in their street and road lay 
outs, have not changed a bit fron 
the horse and buggy days. So, wi 
have a situation in which a nev 
technology is confronted with | 
completely outdated urban environ 
ment. We haven't realized what’ 
been happening to us. Now w 
have to catch up in 10 to 15 year: 
The communities which don’t eve 
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ry will be in serious trouble, if they 
rent already. That’s why, if Main 
‘treet is choked with cars, and the 
merchants are losing customers as a 
esult, you won't find a dynamic 
ommunity. 


. Should you look for a lot of 
sarking lots? 
\. No. The solution is not to slice 
mp the urban fabric, sacrificing 
parks and historic buildings, or wid- 
ning streets and narrowing side- 
alks. Statistics show that the eco- 
10mic well-being of any city center 
lecreases in exact proportion to the 
ncrease of private automobile traf- 
¢ within the built-up area. In Chi- 
bago, for example, 55% more people 
mtered the loop area by automobile 
1958 than in 1954. Business of 
state Street department _ stores 
lropped during that time by 16.3%. 


J. We can assume, then, that as 
Father of the Shopping Mall” you 
egard it as a sign of good commu- 
ity planning to see Main Street 
onverted into a trafficless shopping 
ali? 

A. No sir! ’'m appalled to see how 
many towns are applying the mall 
dea out of context with all the other 
necessary measures, as a promo- 
ional gimmick comparable to “Dol- 
ar Day.” 


- Can local democratic govern- 
ments create and implement really 
effective master plans? What about 


own or city knows where it’s 


going. Otherwise you'll face serious problems.” 


the inevitable haggling among 
Main Street merchants, industrial- 
ists and other “interests”? 


A. This country suffers from the 
notion that planning is a terrible 
thing, like socialism or worse, and 
that we have to leave everything 
to rugged individualism. This ap- 
proach worked as long as we were 
a pioneering society with new 
frontiers to be opened up. When 
older communities became neg- 
lected and undesirable, there was 
always the possibility of going 
West. But today, the country has 
been populated from ocean to 
ocean. We are now a maturing so- 
ciety which cannot any longer af- 
ford the mistakes which we have 
made in the past. We're in danger 
of wasting our human and material 
resources, and we won't be able to 
compete with other societies which 
are planning in a highly efficient, 
though autocratic manner. I claim 
that good planning can only be 
done in a democratic society where 
we can avoid the mistakes of sud- 
den decisions and the whim of a 
single man. 


Q. The average businessman is no 
town planner. How does he size up 
a community in terms of its plan- 
ning? 

A. He should simply announce that 
he’s very curious about the town’s 
plans for the future. Then he should 


meet and talk to city officials, mem- 
bers of the Planning Commission 
and the professional planners. 


Q. An alert community, then, 
should be able to produce a master 
plan? 

A. Yes, but master plan is such a 
loose kind of term. If it’s a creative 
document, it projects for a specified 
number of years the steps the town 
will undertake to fulfill its goals. If 
it’s not creative, the plan isn’t of any 
more value than a copy of the tele- 
phone book. 


Q. All right, how do we judge the 
master plan? 


A. It should be specific: indicate 
how much money will be taken in, 
how much will be spent, what the 
needs are for various facilities, 
what’s the debt. A good plan should 
guard against pollution of the three 
elements on which man depends 
for his well-being: air, water, and 
the land itself. 

The pollution of air by smog and 
industrial fumes can and must be 
prevented. The pollution of water, 
whether it be drinking water, riv- 
ers, lakes, or oceans, can also be 
corrected. By the term, pollution of 
land, I understand man-made de- 
terioration brought about by un- 
planned proliferation, by traffic car- 
riers of all types, by undesirable in- 
trusion of industrial warehousing 
and other nuisance creating devel- 


“If Main Street is choked with cars, you won’t find a dynamic community.” 
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“The shopping mall 
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opments into living and _ other 
activity areas. 

Q. So, we're back to zoning? 

A. More than that. We need much 
more basic thinking than the kind 
which results merely in zoned resi- 
dential and commercial areas or in 
height limitations. Is the town be- 
ing fashioned to insure orderly 
growth for every commercial and 
residential function? Are interrela- 
tionships considered or is each 
problem resolved only on the needs 
of the moment? 


Q. What are the roles of the Plan- 
ning Commission and the planning 
staffs? 

A. The Planning Commission in 
most local governments consists of 
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idea is good in some instances, but I’m appalled at how many towns try | 
apply it out of context with other necessary measures.” 


laymen who work on an honorai 
basis, much like a board of educ 
tion. Then there’s a profession 
planning staff, whose size vari 
with the size of the city. The ste 
needn't be large; it might use ou 
side consultants to good advantag 
The city planner himself is the mi 
to watch. The good man has tr 
mendous impact. You’d be su 
prised how a competent, creati 
city planner sees his way throug 
if he’s also a good politician, a1 
how very small is the contributi 
of an untalented planner. He b 
comes nothing but the errand b 
for the Planning Commission. 
Let’s not overlook another me: 
ure of the city planner’s effectiy 
ness: does he have an adequée 
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udget? If not, he’s just a decora- 
ve adornment of city government. 


). Is a planning staff essential? 


i. No. Take the City of Bingham- 
n, N. Y. which has been affected 
y a slow process of downgrading. 
n energetic citizen's group was 
rmed to do something about it. 
‘hey hired outside consultants—not 
ne, but that’s all right—to develop 
“creative change” master plan for 
Ne city and its surrounding area. 


. What about the town whose fu- 
re is obscure? Maybe there’s a 
t of talk, but no visible action. 


. The businessman would be pru- 
ent to wait a year to see how 
ings develop. Or, if he’s going to 
e€ an important element in the 
wn—and it’s not a question of his 
ympany’s size, but its relationship 
the size of the community—he 
ight say: “I will join your com- 
unity; I will bring you such and 
ch advantages; I will even pay 
our taxes, but only if you will 
rove to me that you will go ahead 
ith projects which will improve 
e environmental qualities of your 
wn.” And this has happened. The 
roused opinion of the people can 
hange the attitudes of elected offi- 
ials. My experience is that where 
ylans are developed jointly by the 
ity administration and a group of 
erchants, the effect is enough to 
reate new stores, new industries 
nd new activities all along the line 
even while everything is still on 
aper. 


). Can’t a city ruin itself by permit- 
ing the wrong kind of industry? 


. Of course. An industrialist might 
e the cause of the city’s deteriora- 
ion if he’s not properly advised by 
lanners, and if the planners and 
ity authorities aren’t smart enough 
realize the dangers. It’s perfecfly 
ossible that a good town can be 
estroyed by a factory which brings 

elements that break down its 
ving pattern, or raise physical 
avoc. The community should de- 
ide what type of industry could 
ome in without destroying its de- 
irable qualities. By the same token, 

company shouldn’t be deterred 
yy another firm’s failure in a town. 
he reason for such failure may not 


SOME CITIES THAT ARE PLANNING AHEAD 


Asked to name and describe cities doing a good planning job, Victor 
Gruen said that there are hundreds of sound thinking, future minded cities 
across the country. But he cited a few random examples from his personal 
experience. 


ROCHESTER, N. Y. 


“Has been following an improvement program over the last eight years, 
with these visible accomplishments: 1) a grade-separated freeway around 
the downtown area to syphon off traffic that doesn’t want to go down- 
town, and to distribute those who do to a point closest to their destination; 
2) municipally owned and operated parking garages located (not ideally, 
but much better than in some cities) between the loop road and the down- 
town center; 3) the construction of a civic center; and 4) a new shopping 
center, sparked by the town’s two leading department stores. This will have 
a huge subterranean garage under the entire complex. Automotive traffic 
will be cut off one street in the new center and a new street will be created 
parallel to Main Street to share its traffic burden.” 


CHICAGO 


“Has established the principle of new highways with a central strip that 
is a right of way for rapid transit facilities.” 


SYRACUSE, N. Y. 


“Is now at work on plans for a major redevelopment project. A new 
civic plaza will have new cultural buildings and a pedestrian area, sur- 
rounded by driveways and garages. The center will ultimately be con- 
nected to the existing downtown area which in turn will be adjacent to 
new middle income housing.” 


PHILADELPHIA 


“Has taken some very intelligent steps to see to it that the commuter 
railroads are guaranteed a satisfactory passenger load. They have agreed 
to meet any deficit—and as it turned out, fares are actually being reduced. 
Traffic has increased so much that municipal contributions have been very 
small. Philadelphia has a number of very ambitious plans, some of which 
have been put into effect. They may not be perfect, but they're striving 
to be better.” 


SANTA BARBARA 


“Has benefited from the fact that, while liberalizing its closed-club 
character, it was able to capitalize on its beauty by being very choosy. 
It attracted a university, an ingenious step which brought with it labora- 
tories, libraries, students, etc. This in turn attracted selected electronic 
industries.” 


There are many other cities which have taken important steps forward, 
either through master planning or through actual partial implementation 
of such planning. 

Kansas City, Mo. has constructed a loop road around the downtown 
area. 

Fresno, Calif. has accepted a master plan for the revitalization of 
downtown. 

Santa Monica, Calif. has engaged in drawing up such a master plan. 

Paterson, N. J. is working in the same direction. 

Detroit has built an impressive civic and convention center. 

In Boston, a large middle income housing project (Charles River Park), 
immediately adjoining the downtown area, is being constructed. 

Washington, D. C. has developed an ambitious over-all transportation 

lan. 
‘ Rockville Centre, Long Island is undertaking over-all master plan- 
ning. 

Port Worth, Texas is the city for which the first ambitious downtown 
revitalization plan was developed and is in the process of slow imple- 
mentation. 

Altogether, there are about 100 American cities which are in various 
stages of master planning efforts directed toward an improvement of the 
urban environment. 
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EARLY 20’s 


MY- CaMPAN,S 


Pride in company 
Self-esteem 


LATE 20's 


Opportunity 
Chance to learn 


EARLY 30's 


Rapid progress 
Broader duties 


How to match executive 


What a man wants from his job changes with time. The change may be subtle, but 


is unquestionable. This means that the things which cause an executive to work at h 


best change too. Here an experienced management advisor, who has observed hu 


dreds of executives at all stages of their careers, offers guides on what types « 


motivation generally appeal most to men of various ages. 


by Frank J. Waldenfels 


Frank J. Waldenfels heads his own 
New York consulting firm specializing 
in manpower problems. He has spent 
most of his career as a management 
advisor, was director of manpower de- 
velopment for J. C. Penney Co. 

Two questions have occupied much 
of his attention: 1) How do you decide 
who is promotable? 2) What do you 
do to get the most out of your people? 
He has developed special techniques 
for tackling these problems, including 
a special responsibility chart and a 
unique appraisal system. 
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es Flow do you get a 
man charged up with the kind of 
enthusiasm that makes him throw 
his full energies into his job? 

Everyone knows that money 
talks, but that a good salary does 
not guarantee good performance. 
One executive may draw $25,000 or 
more and still be unhappy and inef- 
ficient. Another man may earn half 
as much and work twice as hard. 

One reason for this is now clear: 
= The methods of executive moti- 
vation can be greatly strengthened 
if they are matched to the man’s 
age. An executive's feelings toward 
his job change from age level to 
age level; the things that motivate 
him best change too. 

Some men are striking excep- 
tions to the rule. Others mature in 


their own individual patterns. Ne 
ertheless, experience proves that tl 
best motivation is molded to t 
man’s age. 

Here are some conclusions abo 
executive motivation and exec 
tive age. These conclusions a 
based on observations of hundre 
of executives in various stages 
their careers. These ideas can ser 
as a starting point for your oy 
thinking. 

STAGE ONE 
The young recruit (early twenti« 


™ Problems of motivation start t 
minute the young executive recr 
signs up. This may seem eleme 
tary, but statistics indicate th 
many business firms overlook 
fact. According to a recent natic 
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Individualized benefits 
Recognition 


Status, prestige 
Success symbols 


55-65 


Personal freedom 
A new challenge 


otivation to executive age 


ide survey, American companies 
large and small—are losing up to 
5% of their trainees inside of 10 
ears, 50% within the first year 

one! 

Need for self-esteem. The great- 
st single factor causing young 
ecruits to leave is disappointment 
vith their own prospects. Having 
een told in many cases during the 
ecruiting season that “We Want 
fou!” the new men are understand- 
bly confused if they find six months 
ater that nobody seems to be able 
» remember who they are. It’s like 
seing downgraded from high school 
lero to pea-green college freshman 
vithout apparent reason and with- 
tut any apparent hope of relief. 
These young men are hired be- 
ause they are capable, ambitious 
nd aggressive. Naturally, they are 
Ilergic to any suggestion that they 
re not moving ahead. They hunger 
or real responsibility and growth. 
Need for company respect. Often 
company falls short of the re- 
ruits early expectations. Many 
oung people put a halo on their 
mployers-to-be. As a result, the 
ompanies soon seem to be per- 
orming far less well than expected 
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and the older men running the 
company may appear inexplic- 
ably conservative, disorganized, or 
arbitrary. 

One large brokerage house hired 
a young graduate of considerable 
promise for a temporary securities 
redemption job with the thought 
that he might be kept on. By the 
time the securities had been brought 
in, the youngster was convinced 
that the company was bungling and 
inept—and he quit. What he failed 
to recognize was that the supervisor 
of the one-shot project was only a 
year older than he and hardly more 
a part of the company than he was. 
Naivete of this sort must be fought 
early in the game. 

The feeling of being “needed,” 
and pride of association—these are 
just as important as adequate salary 
in the “getting started” years. It is 
true that the young employee may 
be able to contribute very little ex- 
cept an extra pair of hands, and it 
may be difficult for a time to work 
him into any meaningful activity. 
But care should be taken to make 
him aware of 1) his place in the 
organization; 2) what type of con- 
tribution he can make now and in 


the future; 3) what the road ahead 
is going to be like. 


STAGE TWO 


The “older’’ young man 
(late twenties) 


™ Once your men have passed 
through the uncertainties of their 
preliminary training period, two 
kinds of personality clearly emerge. 
The security-minded. He is the 
passive “organization man,” con- 
cerned with salary and company 
benefit arrangements. Old before 
his time, he is more interested in 
the prestige that the company and 
his job give him than he is in his 
own long-term progress. Money 
and status appeal to him most. 
The opportunity-minded. He is 
the gifted man with great drive, 
the kind of man who will work for 
a pittance during a depression just 
to get the experience he thinks will 
be valuable later on. Perhaps he is 
already married, has one child or 
more, and a mortgage to pay on his 
home. He cannot waste time; he 
must get ahead fast. The smart man- 
ager will appeal to this man by giv- 
ing him different levels of responsi- 
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bility each year. A large company 
can easily do this with various 
projects. But a small company, too, 
can find ways of keeping vigorous 
young executives interested, even if 
some special effort has to be made 
to do so. Any reasonable effort is 
worthwhile—because a first class ex- 
ecutive is in the making. 


STAGE THREE 
The precocious comer (early thirties) 


m At this stage, the opportunity- 
minded executive may definitely 
feel that he’s “got it.” He is like the 
millionaire who, when asked how 
he made his fortune in sausages, 
explained that it took him two years 
to learn the business and the rest 
was easy. Supremely self-confident 
and shrewd, the man of this type 
matures rapidly and can be regard- 
ed as a potential young president. 
Fast advancement and a chance to 
learn a great deal are the best in- 
centives for this exceptional indi- 
vidual. 


STAGE FOUR 


The experienced executive 
(age 35 to 45) 


= By now, the executive has gained 
considerable experience and wants 
to capitalize on what he has 
learned. Maybe he is restless and 
yearns for “greener pastures.” De- 
cided increases in income, promo- 
tions and fringe benefits may en- 
courage him to stay. But it is best 
to individualize benefits so that they 
will not seem a general benefit ac- 
corded to everyone. What the man 
of this age wants is a sense of indi- 
vidual recognition and the feeling 
he is personally getting ahead. In 
case money, authority and prestige 
do not have the stimulating effect 
expected, it may repay the company 
many times over to use depth coun- 
seling techniques. 

Newly-hired employees in this 
age bracket must be handled care- 
fully, too. They're ready to make 
some sacrifices for the opportuni- 
ties they believe the new company 
offers, but they also want and need 
fresh experiences. If a job or title 
seems a drab repetition of the past, 
these ambitious new people will 
feel letdown. 


STAGE FIVE 


The middle-aged executive 
(age 45 to 55) 


= Men in this age group undergo 


48 


widely contrasting psychological 
experiences. Perhaps their children 
have grown and married, and that 
“fast game of tennis” has gradually 
slowed down. Such changes are 
bound to affect their outlook on life. 

The dependent, passive men will 
appreciate new fringe benefits, 
imaginatively applied, and such 
marks of prestige as larger offices, 
bigger titles and flowers in vases. 
More security, more time off will 
help to keep them functioning hap- 
pily. 

To hold and interest the truly 
gifted men, however, an entirely 
different set of motivations is need- 
ed, Money and security are not ade- 
quate appeals. 

These executives—‘the bravest 
and the best”—are no longer willing 
to tolerate one-man company man- 
agement or equally deadening rule 
by committee. Case after case can 
be cited—in banking, retailing, in- 
surance and elsewhere—of men in 
their 40’s and early 50’s who have 
changed companies because they 
were “suffocating.” 

When the employer fails to take 
proper steps with these men, the 
pattern is usually the same; they re- 
sign and, because management 
knows their real worth, they are of- 
fered higher salaries if they will 
stay. The story closes, more often 
than not, with the men leaving any- 
way to hang up real records in com- 
panies that will let them express 
themselves. 

What the energetic, ambitious 
executive may need is a higher spot 
in the company. Barring that, he 
should at least be given new and 
bigger assignments. Sometimes 
that’s all he wants! One restless 
man was satisfied when he was 
asked to take charge of a new sales 
promotion program. Another was 
delighted to be given responsibility 
for the development of new prod- 
ucts. 


STAGE SIX 
The older executive (age 55 to 65) 


@ In the last 10 years before retire- 
ment, and even earlier in some 
cases, the executive begins to see the 
end of his business career ahead. 
Many men at this point decide that 
they want to “do something” with 
their lives before they quit. One 
friend of mine, the chief architect 
of a large corporation, wanted to go 
to South America and build bridges. 


a 

j 

Others cultivate an interest in paint 

ing or farming—or something els 

with psychic, rather than financia 
rewards. 

Inevitably, men in this group fee 
a decline in physical powers. The 
are likely to argue for the wisdon 
of taking three days instead of twe 
on a trip, or of snatching a refresh 
ing nap over the noon-hour. 

But this is not all. Older execu. 
tives also begin to fear they are los. 
ing influence in the company. “Hoy 
did So-and-So happen to get tha 
assignment?” they wonder, fretfully 
And many of them become unwill: 
ing to “take chances.” 

A case in point: one vice presi. 
dent of a New York bank was ap 
proached with a new advertising 
plan by a junior officer. The olde: 
man was quite candid: “For all | 
know, John, this may be a very 
good plan. But I am 60 years old 
five years from retirement. Do you 
think I’m going to risk undertaking 
anything new at my age?” 

In happy contrast to the men whc 
are coasting toward retirement, are 
those who have kept their ambi 
tions intact. They are the company: 
real “prize bulls.” Loaded with ex- 
perience, they can make huge con. 
tributions to company progress 
And supplying the right incentive: 
can often mean the difference be: 
tween the “problem executive’ 
and the star performer. 

Appeals to the older man’s ex 
perience are likely to have a strong 
effect. “Bill, you’re the only man ir 
the company who has knockec 
around with this long enough t 
handle it,” and similar words are 
likely to win new efforts from the 
older executive. Moves that tie hin 
into the center of things, request: 
for advice, and a certain amount o! 
deference are all sound approache: 
when appropriate. 


Conclusion 


No two men are exactly alike 
not even two men in the same age 
bracket. Moreover, the oldest mar 
has motivations shared by the 
youngest. Still, it’s possible to mak 
workable generalizations on_ the 
basis of age. And it is clear that th 
motivation patterns of the capabl. 
executive change subtly but defi 
nitely as time passes, Match the 
motivation to the man and chance: 
are you will increase his fruitfulnes 
as a man, and as an executive. #@ 


MANAGEMENT METHOD: 


1ow to correct 


your corporate look 


es your company display a split personality to customers and 
ers? It does if your visual materials—ranging from trademark 
sales literature—lack consistency of design. For example, do 
ur ads show you as Dr. Jekyll while your invoices reveal you 


‘Mr. Hyde? The problem of visual schizophrenia is a costly one. 
eres how you can take the first steps toward correcting it. 


eummmmemn «(his is a fact: minds of customers and other im- 
ur company, unless it is among a portant people. 


ect few, suffers from visual schiz- For example, one of your ads 
hrenia. may show your company in one 
Reason: the visual materials you light; your letterhead may give a 


» in doing business probably cre- totally different impression; and 
- conflicting impressions in the the design of your catalog or annual 
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visual schizophrenia 


report may contradict both of these 
images. 

You can test your company for 
visual schizophrenia very simply. 
Have someone hang a display on 
one wall of your office showing 
samples of your various visual busi- 
ness materials: samples of ads, sta- 
tionery (including stationery used 
at branch offices), bill forms and 
other externally used documents, 
booklets, catalogs, reports, pictures 
of company signs and_ vehicles, 
product packages, and _ perhaps 
your products themselves. 

You may be amazed by the 
hodge-podge of disharmony and 
clashing impressions in this display. 
If so, the problem is worth your 
management attention. 

Here’s why: 

Studies show that the visual ma- 
terials a company uses help deter- 
mine the way customers and others 
think of a company. And the way 
customers and others think of a 
company obviously — influences 
growth and profits. A favorable 
company image consistently dis- 
played helps attract business; an 
unfavorable or inconsistent impres- 
sion makes it harder to attract busi- 
ness, and may even repel business. 


About 
the 


authors 


Os 


Walter P. Margulies (left) and J. 
Gordon Lippincott are president and 
‘board chairman of Lippincott & Mar- 
gulies, Inc., New York industrial de- 
signers. 

Mr. Lippincott is the recipient of a 
Columbia University graduate engi- 
neering fellowship and taught at Pratt 
Institute for seven years. He served as 
industrial design editor of Interiors 
magazine before teaming with Walter 
Margulies. 

Mr. Margulies, born in Paris, was 
educated in Rome, Paris and Vienna. 
He attended the Ecole des Beaux Arts 
in Paris. In 1937 he was a junior archi- 
tect at the Paris Exposition, then came 
to the U. S. to work with Walter Dor- 
win Teague on several buildings at 
the New York World’s Fair. Later he 
was in charge of interior design for 
all Statler Hotels. 


30 


Why is this problem of visual 
schizophrenia so common? It’s pri- 
marily because responsibility for 
creating visual materials is common- 
ly scattered. An ad agency designs 
a company’s ads, The president 
may select the company’s letter- 
head. The office manager may ap- 
prove the design of bills and other 
forms. The product catalog is de- 
signed according to the sales man- 
ager’s tastes. The purchasing agent 
may decide how company vehicles 
should be painted. Product. pack- 
ages may have been designed by 
an outside consultant. Appearance 
of the product itself may have been 
altered to satisfy the production 
manager's demands. The corporate 
trademark perhaps was designed 
100 years ago by the company 
founder. 

Do you need to hire an expert to 
bring order out of this chaotic situa- 
tion? 

The answer is no. 

It may take an industrial de- 
signer to. point out precisely what 
is wrong—why one trademark de- 
sign is “good” and another is “bad” 
(see box). But it takes nothing but 
plain, old fashioned common sense 
and a working pair of eyes to dis- 
cover that all is not right with a 
company’s visual communications, 
and to determine what can be done 
about it. 

The procedure is simple—so sim- 
ple, in fact, that the steps involved 
may seem elementary. However, 
the following self-evaluation pro- 
gram has been found to be a work- 
able way to determine the two 
most important things about your 
corporate identity. This “do-it-your- 
self” approach will tell you, with a 
good degree of accuracy: 
= Whether your visual materials 
reflect a consistent picture of your 
company. 
= Whether your visual materials 
reflect a favorable picture of your 
company. 

Here are the steps to follow: 


STEP ONE: Centralize responsi- 
bility for a review of visual mate- 
rials 

™ Pick an individual or group to 
evaluate all visual materials. A task 
force is recommended, consisting of 
someone from sales, advertising, 
public relations, administrative 
management and, possibly, re- 
search, Keep the group small 


enough to be workable, but mak 
large enough to give representat 
to every area of the company wh 
has a stake in how the public fe 


STEP TWO: Decide what impr 
sion you want to make i 


® Once the task force is org 
ized, it should meet with just ¢ 
item of business on the agenda: 
hammer out a definition of what: 
company’s image should be, 1 
how does it want the public 
think of it? Determine this at 1 
very beginning. There is little po 
to finding out where you are nc 
unless you have some place to 
The end product of this seco 
step should be a written “image p 
file’-—a simple statement of 1 
kind of image you hope your fi 
will have in the minds of peoy 
Keep it simple. If the image pro 
is longer than a single typewritt 
page, it is probably too long. A F 
Scout can be trustworthy, loy 
helpful, friendly, courteous, ki 
obedient, cheerful, thrifty, bra 
clean, and reverent. Compan 
cannot. At most, a business orga 
zation can stand for only one or t 
qualities in the already crowc 
mind of the average person. 
This initial meeting is a cruc 
one. It may take a lot of time 
define and reach agreement on > 
best image for a company. But i: 
succeeds, it will be time well spe 


STEP THREE: Assemble all ve 
materials 


= Bring together (as suggested 
the beginning of this article) eve 
thing that falls into the categ 
of visual communications. Inch 
everything: posters, uniforms, pri 
ed material, calling cards, sales 
erature and training aids, 

Sort this material into approy 
ate groups and try to display it 
such a way that everything can 
viewed at once. 

While you're at it, take a look 
samples of the visual material 
your competitors. It’s worth see 
how your material compares w 
theirs. 


STEP FOUR: Objectively critic 
each piece of visual material 


# When everything is collec 
and displayed, study it analytica 
Examine all items individually : 
as they relate to each other. — 
each item, ask this question: 1 


MANAGEMENT METH 


t 
a 


WHAT. MAKES A GOOD CORPORATE SYMBOL? 


Four characteristics largely determine the value of 
a trademark or corporate symbol, according to 
Walter Margulies and Gordon Lippincott, authors of 
the accompanying article. 

These four characteristics are: 


Memorability 
Recognition 
Appropriateness 
Uniqueness 


Most corporate symbols fail to measure up when 
judged on these qualities, the authors state. 

For example, Lippincott and Margulies made a 
study of corporate symbols of 100 of the largest 
industrial corporations in the U.S. 

Their finding: 75 of the 100 corporate symbols 
are no longer adequate for the communications job 
they are called upon to do. Only 25 were rated as 
satisfactory on all four of the criteria. 

“Major firms are wasting untold millions of ad- 
vertising and research dollars by using corporate 
marks that do not truly represent their companies 


and hence fail to give complete support to the image 
the company wishes to create in the public mind,” 
says Walter Margulies. 

Only on the recognition factor did a high per- 
centage of firms score well—-77%. However, the per- 
centage drops off considerably for memorability 
(48%) and appropriateness (48%). The 100 firms 
came off worst in the uniqueness category where only 
43% were considered to have this characteristic for 
their symbols. 

“Memorability and recognition value for corporate 
trademarks seem to increase with company size, 
which shouldn’‘t surprise anyone,” says Margulies. 
Among the 10 biggest corporations, 90% were rated 
favorably versus 48% for the total group on memora- 
bility; 100% of the top 10 had good recognition 
value, against 77% for the total group. 

Among the companies getting a plus rating on 
all four criteria in the Lippincott and Margulies analy- 
sis are General Electric, Shell Oil, Standard Oil of 
California (Chevron), IBM, International Harvester, 
Phillips Petroleum, American Can, Borden, Eastman 
Kodak, and Alcoa. 


eneral Electric 


Ww 


new nothing about the company, 
hat kind of impression would I 
et from seeing this particular item 
or the first time? 

Have each member of the task 
brce keep his own score on each 
iece. 

If possible, have other people in 
e€ company examine and judge 
e collection of visual materials in 
e same way the task force has 
one. 


TEP FIVE: Decide 
anges are needed 


whether 


Based on the analysis that has 
een made so far, it should be clear 
vhether changes in the design of 
our visual materials are needed. 
For example, ask yourself these 
‘uestions: 

1. Does the material match the 
Heal image profile previously es- 
rblished? If one of the profile qual- 
jes is that of a “progressive com- 
any,” does the material look as if 
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Standard Oil of Calif. 


CHEVRON 


IBM 


it came from a progressive organi- 
zation? Or does it look dull and 
stodgy? Or frivolous? Or imperious? 
In short, does the reality match the 
ideal? 

2. Is there consistency of impres- 
sion throughout? Do your ads con- 
vey the impression of one kind of 
company at the same time your 
packages are conveying the im- 
pression of a completely different 
kind of company? Are you Dr. 
Jekyll in your annual report and 
Mr. Hyde in your invoices? 

3. Do the materials make clear 
to the viewer the relationship be- 
tween the parent organization and 
the divisions or subsidiaries? Or is 
there confusion between corpora- 
tion, subsidiary, division, brand 
name, department, and so on? In 
sum, does the viewer know imme- 
diately, and unmistakably, who is 
talking to him? 

m If your analysis shows that your 
visual materials match your prede- 


International Harvester 


IBM FH. 


Phillips Petroleum 


PHILLIPS 


termined, optimum image profile, 
then no action is needed. But it is 
highly unlikely that your analysis 
will turn out this way. It is far more 
likely that you will discover that 
your company “look,” as reflected in 
your visual materials, has flaws. 

You may find, in fact, that your 
corporate look is weak, inconsistent 
or totally wrong for your company. 
If so, it will mean that your vis- 
ual communications are working 
against you, not for you, 

At this point, your “do-it-yourself” 
program ends. Why? Because the 
sensitive area of opinion influenc- 
ing by means of color, graphics, 
form, and texture is no place for 
even the best intentioned amateur. 
It calls for specialists, so make sure 
you get professional assistance from 
this point on. 

Case after case proves that good 
design of a company’s visual mate- 
rials can go a long way in attracting 
business, 
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New examples in ta) 


You can profit from the experience of leading tax experts. A new book, based on actu 


tax cases, contains nearly 500 practical ideas and suggestions taken from the expert 


files. Here are several examples from the book that you can use to guide you in yor 


own tax problems. 


nue YOu might profit from recent changes 
and interpretations in our tax laws. Or the way your 
company is currently operating might cost you more 
tax money than you really should pay. 

Some of the latest information on tax law changes 
is included in a new book, Working with the Revenue 
Code—1959 (edited by T. T. Shaw, CPA, American 
Institute of Certified Public Accountants, 270 Madison 
Ave., New York 16. 227 pages, $3.50 cloth, $2.50 pa- 
per). 

The book is a practical, down-to-earth guide, offering 
suggestions on many of the complex tax problems 
firms have to face today. 

Here are a few cases taken from the book. They 
cover such tricky areas as lease v. purchase, profit shar- 
ing, capital contributions to foreign corporations and 
operating loss carryovers. In the next two or three 
pages, you might find an answer to a problem you 
have right now. 


Lease v. purchase—and fast depreciation 

A taxpayer may claim accelerated depreciation on cap- 
italized repair expense. How about capitalized rental 
payments? 


The use of leasing arrangements in connection with 
sales of machinery gives rise to numerous tax ques- 
_ tions—not the least of which concerns the right to fast 
depreciation where a purported “lease” of new ma- 
chinery aborts. 

A common form of lease is that with an option to 
purchase at a nominal sum after required rental pay- 
ments over a relatively short period of time have 
amounted to the substantial equivalent of a normal 
purchase price. If the required rental payments give 
the lessee sufficient equity to make it certain that the 
purchase option will be exercised, or if it is apparent 
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that the intent is to effect a sale, the lessee will be 
garded as making payments on the purchase preg 
stead of deductible rent. 

Under a variation of the plan the lessee has no pr 
chase option but instead is given an option to rent t 
property at a nominal rate after the period duri 
which high payments are required in an aggreg: 
amount approximating a normal purchase price. TI 
plan does not appear to warrant any different incor 
tax effect than is applicable in a case involving a pt 
chase option. 

Even if no option for purchase or rent is prese 
and though the required payments under the lee 
agreement may not be equivalent to a purchase pri 
the arrangement may nevertheless be held to cons 
tute a purchase if the consistent pattern in numero 
transactions shows that acual purchases of leased ite 
are made after the high rent period. 

If a rental status is intended in such transactio: 
and if it is considered essential that the payments 
the lessee shall constitute deductible rents, then ob 
ously no option for purchase below fair value or | 
nominal rental payments after the period of high pz 
ments should be included in a lease. 

There seems to be little justification for continu 
controversy in this area of taxation. Since depreciati 
is allowable as a deduction if a leasing transaction 
held to constitute a purchase, election of the doul 
declining-balance method offers an available bene 
which goes far toward offsetting the denial of a « 
duction for rent. Such method is available if elect 
for the asset for the year it is put into use. 

However, Regulations Section 1.167(a)-10 indica 
that a taxpayer will not be denied the benefit of 
celerated depreciation if failure to claim it was d 
solely to erroneously treating as a deductible exper 
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1 item properly chargeable to capital account. The 
venue Service has stated informally that the lan- 
age of the regulations is applicable to capitalized 
ntal payments as well as to capitalized repair ex- 
nses, 


portionment of current year loss 
determining earnings and profits 


sses, including those which are extraordinary, and 
mrecurring losses, must be spread proportionately 
ver the year in the determination of earnings and 
ofits and the tax status of dividend payments. 


If a corporation has a loss during the current taxable 
ar such loss may affect the taxability of distributions 
ade during the taxable year if, by reason of the loss, 
e distribution is in excess of earnings and profits. In 
der to determine the earnings and profits of the cor- 
ration at the time of a distribution it is necessary 
determine the portion of any loss for the current 
ar which reduces earnings and profits at the time of 
e distribution. 
The Internal Revenue Service apparently takes the 
sition that a loss for the current year must be ap- 
rtioned to the period of time before the distribution 
the basis of the number of days in the loss year 
fore and after date of distribution. 
Where extraordinary nonrecurring items affect earn- 
gs and profits this rule may work either to the ad- 
ntage or disadvantage of the taxpayer. For example, 
ppose that X Company had accumulated earnings 
ad profits of $75,000 at December 31, 1957. The year 
58 shows a net income from ordinary operations of 
5,000, and an extraordinary loss of $45,000..Earnings 
d profits for the year would be decreased by $30,000, 
sfore taking distributions during the year into con- 
eration. 
: Suppose on April 2, 1958 a dividend of $100,000 was 
aid, and this was before the extraordinary loss of $45,- 
)0. Regardless of the timing of the loss, earnings and 
rofits as of April 2, 1958 would be determined by 
ibtracting from the $75,000 earnings and profits at 
ie beginning of the year 91/365ths of the “loss” of 
30,000 for the entire year. If, on the other hand, only 
e events preceding the payment of the dividend on 
pril 2 were considered in determining the taxabil- 
y of the dividend, a smaller portion of the $100,000 
vidend would be regarded as having been paid out 
capital. 
Caution must be exercised in view of this interpre- 
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tation since the taxability of a dividend paid early 
during a taxable year may be materially affected by 
unanticipated events during the remainder of the tax- 
able year. 


Contribution to capital of a controlled 
foreign corporation 


An apparent loophole in the law may not be a loophole. 


A transfer of property to a controlled foreign corpora- 
tion in exchange for stock or securities does not qualify 
as a tax-free transaction under Section 351 unless the 
taxpayer has secured advance clearance in the form 
of a ruling from the Revenue Service as required under 
Section 367 that the transaction does not have as one 
of its principal purposes the avoidance of Federal in- 
come tax. If such ruling is not obtained, a transfer of 
property in exchange for stock or securities of a con- 
trolled foreign corporation will be a taxable transaction 
giving rise to gain equal to the difference between the 
basis of the property transferred and the fair market 
value of the stock or securities received in exchange. 
If a loss is incurred on the exchange, Section 351] is ap- 
plicable; thus the loss is not recognized. 

It is occasionally suggested that a transfer of prop- 
erty to a controlled foreign corporation as a contribu- 
tion to capital or paid-in surplus, rather than in ex- 
change for stock or securities, does not produce gain 
to the transferor because nothing is received in ex- 
change. In the case of a wholly owned foreign cor- 
poration, of course, it is immaterial to the taxpayer 
under normal circumstances whether additional stock 
is or is not received. 

The Treasury’s view on this suggestion was made 
clear by Mr. John F. Bogaard, of the Reorganization 
and Dividend Branch, Tax Rulings Division, Internal 
Revenue Service, in a recent talk before a tax briefing 
session conducted by the American Management As- 
sociation. Mr. Bogaard indicated that the Service will 
take the position that a transfer of property of capital 
or paid-in surplus of a wholly owned foreign corpora- 
tion is in substance a transfer “in exchange for stock or 
securities” and is a taxable transaction if gain results, 
unless advance clearance under Section 367 has been 
obtained. In the case of a transfer to a less than wholly 
owned foreign corporation the Service will examine 
all of the facts, including the percentage of ownership, 
possible similar or reciprocal contributions by minority 
groups, ete., in determining whether the transfer is in 
substance in exchange for stock or securities. Mr. Bo- 
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gaard was willing to admit that a genuine transfer as 

a contribution to capital or paid-in surplus might occur 
in the case of a less than wholly owned foreign corpo- 
ration. 


Increasing common stock 
interest of corporate officers 


Reshuffling may be accomplished as tax-free recapi- 
talization. 

Under proper circumstances, a recapitalization may 
be used as a tax-free method of increasing the com- 
mon stock interest of corporate employees active in 
company management. The plan may be best de- 
scribed by use of an example: 

X Corporation has outstanding 1,000 shares of no 
par common stock. A owns 300 shares, B owns 560 
shares, and C, who is not active in the management 
of the company, owns 140 shares. A, the most active 
corporate officer, is dissatisfied with his proportionate 
interest and B agrees that he should have an approxi- 
mate 40% common stock interest. Accordingly, the 
charter is amended to permit the issuance of $100 par, 
4% preferred stock. A sufficient number of B’s and C’s 
shares of common stock are then exchanged for the 
new preferred stock to give A the desired 40% common 
stock interest. 

In 1954 the Revenue Service ruled (Revenue Ruling 
54-13) that this exchange was tax free under the 1939 
Code. However, the Service expressly refrained from 
ruling on side issues, such as whether the exchange 
resulted in payment of compensation or the making 
of a gift. 

Under the 1954 Code the exchange would appear 
to be likewise tax free. However, the new preferred 
stock may be “Section 306 stock.” Section 306 stock, 
on later sale or redemption, with certain exceptions, 
gives rise to ordinary income. One exception is a later 
sale by the estate of a deceased stockholder, as stock 
passing at death loses its character as Section 306 
stock. Hence, classification as Section 306 stock would 
not be injurious if the stock were retained until the 
death of the stockholder. 

The same possibility of treatment as a gift or com- 
pensation apparently exists under the 1954 Code as 
before. 


Don’t lose a subsidiary’s 
operating loss carryover 


The tax-free liquidation of a subsidiary may preserve 
its expiring loss carryover. 


Parent corporations with subsidiaries which have a 
continuing record of operating deficits and which are 
not likely to have earnings in the near future should 
consider a tax-free liquidation or merger of the sub- 
sidiaries in order to utilize the subsidiaries’ unused op- 
erating losses against the parents’ current taxable in- 
come. This is especially important where a large por- 
tion of a subsidiary’s unused operating loss is about to 
lapse due to the five-year carry-forward limitation. 

Timing of the liquidation or merger is important be- 
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cause the transaction must be consummated not la 
than the end of the fourth taxable year after the ye 
in which the loss arose in order to utilize fully the 1 
used carry-forward under Section 381. ; 

For example, assume the following taxable incor 
or losses for B Company, a subsidiary of A Compai 
since its organization on July 1, 1952. | 


Fiscal year ended June 30 Income (Loss) 


1953 ($100,000) 
1954 10,000 
1955 5,000 
1956 (5,000) 


Assume further that it was near the end of the co: 
pany’s 1957 fiscal year and management knew that t 
result of operations for 1957 would be a loss. The cor 
pany was not expected to do much better in the 19 
fiscal year. 

It was quite evident, then, that a large portion 
B Company’s 1953 loss would never be used to offs 
taxable income since it could not be carried beyo 
1958, and B would not have sufficient earnings to u 
lize it by that time. In this situation, the parent, 
Company, should consider liquidating or merging t 
subsidiary (tax-free) to utilize the subsidiary’s lo. 

The latest date on which the transaction could ha 
been consummated without losing any portion of I 
1953 loss was June 30, 1957. Consummated on th 
date, B’s unabsorbed 1953 loss could be utilized (to t 
extent of A’s taxable income) for A’s fiscal year end: 
June 30, 1958. 


Benefits of pension and profit sharing plans 


Here is a summary of the tax benefits accruing 
the employee from qualified pension and profit-sharii 
plans, as compared with ordinary compensation: 

1. No tax until paid, when presumably lower surt 
rates will apply. 

2. No tax on earnings of the fund, permitting a fast 
accumulation. 

3. No estate tax on the value of annuities or “oth 
payments” payable to beneficiaries and attributable 
the employer's contribution, f 

4. Capital gain treatment where an employee's f 
share is paid out in one year because of death or sep 
ration from the service. 

5. Provision for deferment of tax when employe 
securities are distributed. 


Deferred compensation plans— 
a new arrangement 


Clearance by the Service might be desirable to assu 
tax deferral under this type of arrangement. 


From time to time, directors of small companies co 
sider deferred compensation plans for executives 
provide income after retirement. Ideally the pl: 
should provide the retired executive with adequate s 
curity to assure payment but should not create a no 
forfeitable right to any sums of money. It has be 

continued on page 
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; You can measura- 
bly boost the selling strength of your 
ads with case histories. 

Here’s an example. 

For years, Hercules Steel Prod- 
cts Co., Galion, Ohio, used a stand- 
ard type of ad to promote its dump 


Alexander Roberts is president of In- 
terstate Industrial Reporting Service, 
he largest photo-reporting service in 
the world. A combat photographer in 
World War II, he has been in the in- 
ustrial photography field for 25 years. 
Roberts has been an active crusader 
for better photography in industrial ad- 
ertising. In the past 18 months he 
has conducted more than 45 “how to 
do it” photography workshops for ad 
groups across the U.S. and Canada. 
‘He established Interstate in 1952. 
With offices in six major U. S. cities, 
the firm executes 11,000 photography- 
reporting assignments every year. 
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Fiow to strengthen your ads 


with case histories 


truck trailers. The number of inquir- 
ies these ads pulled was fair but 
not high. Then last year Hercules 
switched to a case history advertis- 
ing campaign. The ads featured 
customers who told about the bene- 
fits they derived from Hercules 
equipment. 

Results: direct inquiries from ads 
have more than doubled. Sales have 
climbed steadily. 

What you have just read is a case 
history. It contains no glowing ad- 
jectives, no inflated claims. It sim- 
ply reports the results that one ad- 
vertising technique produced for 
one specific company. And, because 
of the results this company got with 
case history ads, chances are youre 
wondering whether this method 
would work for your company, too. 

That is exactly the kind of thing 
that happens in the minds of your 
customers when you use case histo- 
ries in your ads, Case histories don't 
strain the reader’s credulity. They 
are straightforward, honest, be- 
lievable reports of the advantages 
users get from a product or service. 

Here’s a statement that appeared 
in a case history ad for Myers Air 


You can boost sales power in your advertisements by building them around 
case histories—pointed stories telling how your product has benefited your 
customers. Firms that have switched to case history ads report big re- 


sults. Here are facts on how you may be able to get the same results. 


by Alexander Roberts 


« 


Sprayers: “Saved $2,000 in wages, 
produced better oranges and 
sprayed our 300-acre grove 66% fast- 
er with a Myers Air Sprayer.” That — 
was the experience of The Honora- 
ble Doyle E. Carlton, Jr., orange 
grower and Florida state senator. 
It’s hard to discredit sincere praise 
like that. After all, reasons the read- 
er, the user's only interest in the 
product is that of a customer. He 
must like it or he wouldn’t lend his 
name to it. 


Double value 


Believability is only one asset of 
a case history ad. The other is econ- 
omy. 

Why are case histories econom- 
ical? Because from one case history 
you can prepare a wealth of promo- 
tional material at hardly any cost. 

First, the case history “story” and 
photographs can be used in an ad- 
vertisement. Then the ad can be 
reproduced as a direct mail piece. 
The same facts and photos can be 
used for news stories in trade pub- 
lications and in newspaper business 
sections. The news stories can be 
merchandised as reprints, Finally, 
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the case history material can be put 
to work in company literature: 
house organs, sales promotion ma- 
terial, displays and annual reports. 


Who can use them? 

Practically any firm, regardless of 
size or operation, can profit from us- 
ing case histories in its advertising. 

Consider these examples. 

1. Littleford Bros., Inc., Cincin- 
nati, manufacturers of road main- 
tenance equipment and sheet and 
plate steel, uses case histories for 
various purposes. 

Case histories appear in the firm’s 
direct mail pieces, sales literature, 
house organ, slides and publicity. 
This multiple mileage of case his- 
tories keeps Littleford’s production 
costs low, according to Advertising 
Manager William A. Bramlage. 

“Buyers of Littleford equipment 
are ‘doers’ themselves theyre 
interested in results rather than 
sales pitches,” says Bramlage. 

2. H. H. Scott, Inc., Maynard, 
Mass.,, hi-fi component maker, is a 
small company that has used case 
history ads for job recruiting. 

Run in local papers, these ads 
pictured employees and gave their 


reasons why they liked working at 
Scott. In six weeks, the ads at- 
tracted 210 applicants. Sixty-seven 
people were hired as a result. 

3. The Scientific and Process In- 
struments Division of Beckman In- 
struments, Inc., Fullerton, Calif., 
has used case histories in its adver- 
tisements for more than 10 years. 

“There comes a time in nearly all 
sales presentations when factual ap- 
plication stories are essential to the 
sale . . . particularly when youre 
selling instruments ranging in price 
from $100 to $21,000. Little else 
sells itself like a case history,” says 
Robert E. Klees, advertising and 
sales promotion manager. 

4. Towmotor Corp., Cleveland, 
uses case histories almost exclusive- 
ly to promote the combined Tow- 
motor-Gerlinger line of forklift 
trucks, Called Towmotor-Job Stud- 
ies, these case histories tell how a 
given company solved a problem 
with Towmotor equipment. 

These job studies appear in Tow- 
motor’s ads, publicity material, di- 
rect mail and in the company house 
organ. “Company salesmen recently 
voted the job studies their most ef- 
fective sales promotion piece,” says 


Alfred H. Roth, sales promotic 
and advertising manager. 4 

5. John Liner Associates, Inc 
Boston, insurance consultants, hi 
solved a tough problem with ca: 
history advertising. 

The problem is this: a éonse 
is proud of what he has done, but h 
can't promise to do exactly the sar 
for another firm where conditior 
must necessarily differ. 

Here’s how John Liner Assoc 
ates, Inc., solved the problem. — 
prints a one-page fact sheet namin 
the type of company, the situatio 
that existed before the consultan 
were called, the recommended ac 
tions, and the results of the action 

Says a company spokesmai 
“These case histories, mailed out t 
prospects, help us answer the ofter 
asked question: ‘Just what, actualh 
do you do?’ This case history ay 
proach is very effective for our bu: 
iness, since insurance consulting : 
a relatively new profession.” 


How to find cases 


You've got good case history mz 
terial on your hands if your produc 
or service has: 
® Solved a common problem. 


SRS DAG LE aS SE DI EE RFS NE PN SE SE A STE AE RET TR RPT TE Sa STE EIS 


HOW TOWMOTOR CORP. GOT MULTIPLE MILEAGE FROM JUST ONE CASE HISTORY 


Use Towmotor Continuous Operation 
to Lower Your Production Costs! 


Stacks high 
© ducks low. 
free lift” 
tops all! 


binds Ss 


Two advertiseme \ i icati 
‘wo aavertisements were prepared for a leading trade publication. 
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A sales promotion piece—Job Stuc 
No. 177—was prepared. 
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Solved a particularly difficult 
sroblem. 
™ Saved the user money, time, or 
abor. 
# Helped produce a better finished 
product at no increase in cost. 

Been part of an unusually large 
© unique installation or application. 
But you've got to locate a case be- 
ore you can use it. But where do 
rou look? Look toward anyone who 
nas been involved in the sale, in- 
tallation or operation of your 
quipment—salesmen, customers, 
production men, service men, com- 
bany engineers and consulting en- 
bineers. These people find leads 
at you can turn into case histories. 
‘Some companies distribute “tip 
heets” which can be used to report 
ase histories to headquarters. A 
ypical tip sheet form contains 
spaces to be filled in for name and 
uddress of user, person to contact 
or more details, which product the 
‘ase history deals with, and why it 
ight make a good sales story. 


ho selects leads? 


The advertising manager is usual- 
y in the best position to select leads 
o be developed into full case his- 


A feature article appeared in the trade 
Sublication, Brick & Clay Record. 
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tories. In some companies, he and 
the sales manager work together on 
this. 

There are several things to con- 
sider. 
™ Can attention 
graphs be taken? 
™ Can the story be made strong 
and convincing? 
™ What share of the promotion 
budget should be allocated to dif- 
ferent products? 
m™ Is the user company big enough 
or important enough to be meaning- 
fulP 

Don’t discard good leads. A lead 
that is unusable one year because of 
an over supply of case histories 
might be very useful the next year 
—but make sure you double-check 
before using it, since the story may 
have changed in the meantime. 


getting photo- 


Leads into case histories 


Once you have good leads, how 
do you turn them into case histo- 
ries? You can collect the facts and 
photographs youll need from any of 
these four sources: salesmen, staff 
writer-photographers, local report- 
er photographers, or from report- 
ing-photography agencies. 


A direct mail piece was prepared from 


the same copy and photographs. 
This material supplied by Howard Swink Advertising Agency, Marion, Ohio 


Here are the advantages and dis- 
advantages of using these sources. 


Salesmen. As field men, sales- 
men are often near the case history 
site. Most have ready entree into a 
customer's factory or office. 

One trouble with having sales- 
men collect case history data is this: 
they are not trained reporters. They 
might overlook vital facts needed 
by the advertising department to 
build a convincing story. Frequent- 
ly, second visits and long distance 
phone calls are necessary. These are 
costly, can provoke the customer 
and take the salesman from his sell- 
ing job. 

Another problem is that there is 
a line beyond which salesmen can’t 
go in interviewing customers. Be- 
cause they hesitate to ask potential- 
ly embarrassing questions, salesmen 
might not dig deeply enough for all 
the facts. 


Staff writer-photographers. These 
men are trained reporters and 
know what to look for. When full 
schedules keep these men _ busy, 
travel and time costs will be amor- 
tized over the many job assign- 
ments. 

But if there are not many case 
histories to be developed, travel 
and staff maintenance costs can be 
prohibitive. 


Local reporter-photographers. 
These men, often working for local 
newspapers, are close to the install- 
ation, so high travel costs are elimi- 
nated. They may be familiar with 
the company, its key people and 
the plant layout. This is an economi- 
cal way to collect material and has 
produced excellent results for more 
companies. 

The danger is that each of these 
assignments becomes a _ gamble. 
Quality is unpredictable. In some 
cases the photographs may be ac- 
ceptable, but the report poor. Or it 
may be the other way around. This 
method is hazardous when the firm 
wants to maintain a_ consistent 
quality look in its advertisements 
and literature. 

Reporting-photography agency. 
There are several national report- 
ing-photography agencies that col- 
lect information for case history ads. 
Usually, these firms have a staff of 
photographers and writers located 
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SHIP TO: 


GENERAL MOTORS PARTS DIY. 
4734 W. ROOBEVELT ROAD 
CHICAGO, ILLINOIS 


4737 MURPHY 


20 CTNS 


Are ou paying 
$5000 to $15,000 


A YEAR TOO MUCH 
for this operation? 


If you regularly 

address 5 or more cartons 

per shipment, you might be 
shocked to find out how much it 
is costing you to address your 
multiple shipments with ante- 
quated, repetitive methods. 


The modern STEN-C-LABL* Systems 
PROVIDE A TWO-WAY SAVING 


1) As a by-product of office procedure 


Your present method of preparing 
your invoices, orders, bills of lading 
or shipping papers can also prepare 
STEN-C-LABLS at the same time. 
Whether you use manual or electric 
typewriters, electric billing or ac- 
counting machines, slave machines or 
various magnetic. tape and punched 
IDP systems, there’s a STEN-C-LABL 
to fit your requirements. 


By making unlimited impressions 
direct to cartons, labels or tags 


With handy squeeze-feed applicator, 
shipping department makes un- 
limited impressions direct to PANL- 
LABL printed on carton at no extra 
cost. Also addresses gummed labels 
and tags. Addressing is fast, neat, 
legible. 


DURABLY MARKED AND PLAINLY 
LEGIBLE at handling distance. A 
SreEN-C-LABL address is sunproof 
and waterproof—becomes perma- 
nent part of carton. Reproduction is 
sharp and easy to read at handling 
distance. 


FREE BROCHURE gives full details. 


ay MAIL COUPON TODAY! 
-_- 


STEN*CeLABL, INC, 


MM-8, 1821 University Ave., St. Paul 4, Minn. 


Yes, I'd like to know more about saving with 
STEN-C-LABLS, 


NAME 


COMPANY. 


ADDRESS. 


CITY. STATE. 


*Registered U.S. Pat. Off. The term STEN-C-LABL is 
the trademark and exclusive property of STEN-C- 
LABL, Inc. All STEN-C-LABLS are manufactured by 
STEN-C-LABL, Inc., St. Paul, Minnesota under, U.S, 
Patent No. 2,771,026, Other patents pending. 


(Circle number 140 for more information) 
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in different cities across the coun- 
try. 

In most cases, the reports and 
photos come through a central of- 
fice which assumes responsibility 
for uniform quality. After handling 
a number of assignments for a com- 
pany, the reporting agency be- 
comes familiar with the company’s 
products, advertising objectives, 
taboos and idiosyncrasies. 

Because these agencies serve 
many clients, they are likely to have 
a man in almost any area at any 
time. Assignments can often be 
completed within 24 to 48 hours, 
and at minimum travel expense. 
Some of these reporting agencies 
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charge the same whether the ca: 
history has to be researched ty 
miles or 2,000 miles from compar 
headquarters. 


Summary 


To maintain a full scale case hi 
tory program requires a continuir 
source of leads. They must be eva 
uated and the best selected. The 
solid facts and good action phot 
graphs must be produced in orde 
to create hard selling case histon 
“stories. 

Experience clearly shows that fe 
sheer pulling power and economy 
it’s hard to beat case history adve: 


‘tising. @ 
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BEFORE AND AFTER ADS 


Here are “before and after” ads of two firms—Hercules Steel Products Co., Galion 
Ohio, and Sandusky Foundry & Machine Co., Sandusky, Ohio. After switching fror 
institutional ads to case history ads, both companies reported a jump in sale. 


BEFORE 


backing... 


ones 


Geianding. Cuognor 


DUMP MOIES aed HOISTS 
REAGAES STEEL PREMISE COMPANY < - 


ee 
UNLIMITED 


AFTER 


| “Hereules dump trailers maxe « Dynamic Difference 
in payload= enable us to haul 44,000 tos. ot sat per trip!’ 


t 2 Rar toe 


YUBA gets quality-cosi-dell 
by specitying 16 Sandusky. 
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OF ALL 

LOW-COST COMPUTERS 
ONLY THE BENDIX G-15 
IS PREPARED 

FOR YOUR FUTURE 


BASIC G-15 


Ty} PUNCHED CARD 
UPLER 


HIGH-SPEED PAPER 
|) TAPE UNITS 


PLOTTER|#) |_| 


: 
. Yah 


Before specifying a low-cost computer, ask yourself this question: 
“Will the computer be adequate for the future, as well as for our present 


computing needs?” 


With the Bendix G-15 you don’t have to worry about out-growing your com- 
puter for years to come. Start with the basic G-15. It comes with every basic 
element you need...an alphanumeric typewriter, a paper tape punch, and a 
high-speed photoelectric tape reader. Then, as your computing needs grow and 
vary, expand your system by selecting from the complete line of accessories 
illustrated above. Sale or rental prices are extremely low, and performance 


compares favorably with systems priced many times higher. Write for details. 


Bendix Computer Division Rie Ce7 


DEPT, N-21, LOS ANGELES 45, CALIF. See EE ELS UE 


(Circle number 157 for more information) 
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You Get Things Done With 


Boardmaster Visual Control 


Gives Graphic Picture of Your Operations 
—Spotlighted by Color 

Facts at a glance—Saves Time, Saves 
Money, Prevents Errors 

Simple to operate — Type or Write on 
Cards, Snap in Grooves 

Ideal for Production, Traffic, Inventory, 
Scheduling, Sales, Etc. 

Made of Metal. Compact and Attractive. 
Over 500,000 in Use 


Complete Price $4g9°° including cards 
24-PAGE BOOKLET NO. M-400 


| FREE | Without Obligation 


Write for Your Copy Today 


GRAPHIC SYSTEMS 


Yanceyville, North Carolina 


rl re ae ee Oe 
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YOUR HELP CAN COME BACK 
A HUNDRED TIMES OVER 


If enough of us help, the S. S. Hope will be out- 
bound in 1960. A bold health project called Hope 
will be underway. 


The need for Hope is crucial. In many nations, 
too many health hazards exist. And too few 
hands can help. Often, one doctor for 100,000. 

Hope’s approach is practical. Help a nation’s 
doctors help themselves to health. By training, 
upgrade skills—multiply hands. Hope’s doctors, 
dentists, nurses and technicians will man a center 
complete to 300-bed mobile unit, portable TY. 


Help and you earn a priceless dividend. With 
health comes self respect. People at peace with 
themselves are less likely to war with others. 

Hope is yours to give, a people-to-people 
project. For a year’s worth, 314 million Ameri- 
cans must give a dollar. 


Don’t wait to be asked. ee 
Mail a dollar or more to HOPE, % 
Box 9808, Washington 15, D. C. » es 


GIVE TO aeiees 
HELP LAUNCH HOPE 
60 
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Clerical salaries 


up again 


New study reveals trends in clerical salaries, work- 


week, overtime policies, holidays, office unionization.. 


mmm =f you could find 
the “average” clerical worker in the 
U.S., her salary would be $73 a 
week, $3 more than she made a 
year ago. 

That is one of the findings of the 
latest salary survey conducted by 
the National Office Management 
Association. The study is based on 
figures supplied by more than 9,000 
companies in 136 U.S. and Cana- 
dian cities. More than a half mil- 
lion employees in 23 clerical job 
categories were covered. 

Here are some collateral find- 
ings of the study: 


Workweek 


The 40-hour basic workweek is 
still the standard for the majority 
of companies reporting in the U.S. 
Sixty-six per cent of the total com- 
panies indicate a 40-hour basic 
workweek (68% in 1959). Thirteen 
per cent reported a 37-hour 
week; 6%, a 35-hour week; and 3% 
show a basic workweek of over 40 
hours. 

Canada is by far the greatest ad- 
vocate of the shorter workweek 
with 77% of the reporting compa- 
nies working less than 40 hours. 
This is well ahead of the 48% regis- 
tered by Eastern U.S., which is the 
leading U.S. area. 


Overtime 

Daily: Overt me “after eight hours 
in one day’ is paid by 42%; “after 
regular number of working hours” 
by 11%. However, 36% do not pay 
any overtime to clerical workers 
based on hours worked in one day. 
Weekly: Overtime payment for 
weekly hours worked is more im- 
portant than daily overtime, since 
only 8% do not pay any weekly over- 


time. Seventy-one per cent of ft] 
reporting companies in the Unite 
States pay weekly overtime aft 
40 hours but only 12% pay overtin 
after their basic weekly hours. 


Holidays 


In the United States, six pa: 
holidays per year is still most po, 
ular. However, it is slowly losir 
out with a full 2% drop from la 
year in favor of a more liberal hol 
day policy. In 1959, 32% of the con 
panies reported a six-day holid: 
plan. This year, 30% of the total i 
dicated six days as their polic 
The granting of seven holidays r 
mains at 28%. However, eight | 
more holidays are paid for by 3 
which is a 2% increase from the 19% 
survey. 

In Canada, 90% of the compani 
reporting grant more than seve 
holidays per year. 


Unionization 


Unionization in offices reflects 
slight increase this year. Last yee 
7.8% of the companies reported « 
or part of their office being unio 
ized, while 91.1% indicated no offi 
unionization. The highest area 
the United States was western U. 
reporting 10.5%, a decrease fro 
last year’s 11.3%. The remaini 
areas reported as follows: west ce 
tral U.S., 8.7%, an increase fro 
last year’s 8.5%; eastern U.S., 8.7 
an increase from last year’s 7.7 
east central U.S., 8.1%, an increa 
from last year’s 7.2% and southe 
U.S., reporting 5.1%, a decrea 
from last year’s 5.8%. 

Of the total companies reporti 
in Canada, there has been a ¢ 
crease from 9.4% last year to 6. 
this year. = 
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JUGGLE OFFICE SPACE WITH ROYAL 


Only Royal gives you such quality, such flexibility, such comfort! 


The unique Royal concept of modular office furnishings gives you 
unusual flexibility in arranging your office space. Comfortable chairs by 
Royal, versatile Arnot Partitionettes* and Modular Desk Components 


—all combine to provide the most efficient use of your present office ® 
space. Easily installed—just as easy to rearrange. Write for brochure 
that pictures all the styles, all the sizes and colors. Just send a OFFICE & FURNITURE 


card or letter to ROYAL METAL MANUFACTURING COMPANY, Dept. 
5-H, One Park Avenue, New York 16, N. Y. In Canada—Galt, Ontario. 


snown here: our #1204 executive 
aesture ehair. Fully eI bse) SHOWROOMS: New York, Chicago, Los Angeles, San Francisco, Seattle, Galt, Ontario 
Or custom-fit comfort. Wide LICENSEES: France, England, Australia, Venezuela * FACTORIES: Plainfield, Conn., Michigan 
rim-line base for stability. City, Ind., Los Angeles, Cal., Warren, Pa., Jamestown, N.Y, Galt and Smiths Falls, Ontario *T.M. REG. U.S. PAT. OFF. 
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Mechanize words to 
lower paperwork costs 


Teletype tape reading and punching equipment offers a 
direct method of reducing paperwork costs by saving time— 
mechanizing such functions as: 


Tape Reader 


e Sending information from one office to another, between plants, 
across country, even overseas. The Teletype Model 28 tape 

reader (above left) will transmit to one destination, or to 

many destinations simultaneously. 


e Recording and storing data in tape. The Teletype Model 28 
punch (above right) will produce tape as a by-product of send- Send-Receive Page Printer Automatic Send-Receive 
receive operations or it can be used to combine data from several 


: FREE Model 28 line folder. Write Dept. 17H, 
sources In one tape. 


5555 Touhy Avenue, Skokie, Jllinois. 
e Repeating fixed data such as addresses, invoice information and 
other reusable data, is a tape specialty. 

The Teletype tape reader and tape punch may be used 
individually or in combination with other Teletype equipment. 
These units are compatible with existing communications facilities, 
They are also compatible with many business machines, to further 
extend their usefulness and cost-saving potential. 

Teletype Corporation manufactures this equipment for the Bell 
System and others who require the finest in data communications. 


(Circle number 143 for more information) 
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New products 
OR THE MANAGER AND HIS STAFF 


apid record retrieval possible 
ith new magnetic tab card 


Built-in magnetic action on a new 
isible tab card, Magne-Tab, allows 
aster finding and filing of records. 
Designed by Business Efficiency 
ids, Inc., the patented card fans 
ut 20 or more cards for quick rec- 
gnition—saving up to 60% retrieval 
ime in some filing operations, the 
aker states. 

Magne-Tabs can be used with 
ny automatic sorting and punching 
achines without modifying the 
quipment. 


For a free circular describing this 
ew magnetic card, circle number 
07 on the Reader Service Card. 


SCHEDULING 


isual control device 
liminates cross referencing 


Effortless recordkeeping is a by- 
roduct of charting operations 
hen you use Cardograms, new de- 
ice developed for Graphdex visual 
ontrol systems. 

The Cardogram is a simple series 


New visual Cardogram graph device 
incorporates complete job details. 
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oe TRIS: 3 
Machine 
Has Started a 
Revolution. 


It’s called the Friden Programatic Flexowriter. Here it is being used to write 
sales orders. After inserting a pre-punched card in the reader, the operator 
touches a key. The machine writes in the entire heading at a speed of 100 
words per minute, pausing only to let the operator insert the date. 

Next, the girl inserts a card for the first line item on the order. She enters the 
quantity, and the machine completes the line while she selects the next card. 
As it writes, the machine automatically punches selected information into a 
paper tape. Later, this tape can be used in any of three ways: 1) Run back 
through the Flexowriter to produce a complete written summary of orders, 
2) Fed into a Friden Computyper to prepare invoices automatically, 3) Fed into 
a card punch to prepare a tab card for each order. (Or, when required, the 
Flexowriter itself can directly control tab card punching.) 

Blue sky? Not on your life. This new system of document writing is working 
beautifully in hundreds of offices here and abroad. Your Friden Systems Man 
can give you the full story. Or write: Friden, Inc., San Leandro, California, 
THIS IS PRACTIMATION: automation at the source of the data, automation 
so hand-in-hand with practicality there can be no other word for it. 


rriden 


GALES, SERVICE AND INSTRUCTION THROUGHOUT THE U.S. AND THE WORLD, 


© 1960 FRIDEN, ING, 
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They rely on the 
REPORTER by 
SOUNDSCRIBER 


Communications . . . board meetings, exec- 
utive conferences, labor-management nego- 


tiations . . . are the very nerve center of 
business. Where each word is important, a 
completely accurate record is essential. 

Now, SoundScriber’s engineers have per- 
fected the Reporter, a new recording- 
reproducing system, which not only oper- 
ates silently and unattended throughout the 
entire conference, but which provides: 


© Instant backspacing © Speaker playback 


e Transcribing facilities 
and patented tamper proof transverse re- 


cording made magnetically on compact 


spools of DuPont Mylar tape. 


_ The Reporter, Conference Recording Sys- 


tem, has been tested and proved in American 
business and industry. Let a SoundScriber 
Communications representative record your 
next important conference .. . no obliga- 
tion, of course. Interested? . . . mail coupon 
below for free brochure. 


eoRre 


SOUND6JSCRIBER 


MAGNETIC RECORDING SYSTEMS 
The SOUNDSCRIBER Corp., Dept. MMM-8 
6 Middletown Ave., North Haven, Conn. 


Name 


Company 
Address 
City 
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State ese es) 


of cards in strip form readily typed, 
written or stamped. When filled 
in and detached, each die-cut card 
becomes the actual scheduling 
graph. 

Combined with a color code, 
Cardograms obviate the need for 
special indexing cards or cross ref- 
erences to other records. 

In production control, for in- 
stance, job number, quantity, 
scheduled shipping date and des- 
tination can be included on the 
Cardogram form itself. Colored sig- 
nals, inserted next to the Cardo- 
gram, indicate job progress. Status 
of all work in process can be deter- 
mined at a glance. 

This graphic system can be uti- 


DATA PROCESSING 


Tape converter unites 
varying code systems 


Missing link in many punched 
tape data processing applications 
is an efficient method of converting 
one tape code to that employed on 
other equipment. 

This need is now answered by 
| the code converter just developed 
by Friden, Inc. With this new unit, 
any five-, six-, seven- or eight-chan- 
nel code system may be converted 
from one to the other. 

In other words, an eight-channel 
tape being produced on a Flexo- 
writer, for example, can be wire- 


4 


a: 
lized for sales quota achievemert 
and scheduling of any kind. _ 

For descriptive literature on thir 
new Graphdex device, circle num 
ber 223 on the Reader Service Cara 


INTERCOMMUNICATIONS 


Deskside intercom 
conserves work space 


Talk-A-Phone Co. has designed ; 
compact intercommunications unr 
that can be mounted convenienth 
and inconspicuously on the side o 
a desk. It is available in office ano 
plant models. 

A bracket attachment allows it te 


transmitted by automatically re 
punching codes in _ five-channe 
tape on the new code converter. A 
the receiver, the codes can then be 
reconverted to -eight-channel, or tc 
six- or seven-channel, as needed. 

Applications for the Friden code 
converter include computer input 
address plate embossing, machine 
tool control and operation of sys- 
tems machines. 

Equipped with a special punch 
and reader, the unit will convert 
tapes for Teletypesetter operation 

For technical details on this au 
tomatic punched tape code con 
verter, circle number 251 on the 
Reader Service Card. 


Two-way automatic code conversion is accomplished by flick of switch on ney 
Friden punched tape code converter at rates of up to 1,180 codes per minute 


MANAGEMENT METHOD 


3 


be mounted vertically on wall, ta- 
ble or cabinet, thus freeing work 
area, 


For details on this intercom unit, 
circle number 237 on the Reader 
Service Card. 


SERVICE INNOVATION 


Now you can hire a 
measurement laboratory 


A new service, introduced by 
General Electric, brings — skilled 
measurement technicians to your 
plant for a day, a week, or for how- 
ever long your job requires. 

Equipped with the finest of in- 
truments, these roving technicians 
are prepared to measure and record 
irtually any electrical or physical 
quantity or combination of quanti- 
ties. 
| The unique service is readily 
available through GE’s cross-coun- 
ry network of service shops. The 
customer pays on a per diem basis, 
without any investment in costly 
instrumentation, and with assur- 
ance of highly skilled operators. 


For further details on this meas- 
urement service, circle number 204 
on the Reader Service Card. 


ACCOUNTING 


sControl center unit processes 
omplete checkwriting operation 


_ Just introduced is a new check 
processing machine that writes, 
signs, protects, counts and tabulates 
items at speeds up to 2,000 an hour. 

Developed by Todd Co., Divi- 
sion of Burroughs Corp., the unit 
handles the work previously per- 


iNew Todd unit completely processes 
checks at rate of 2,000 per hour. 
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AT YOUR 
FINGER TIP, 


a complete dictating 
system for only 


$161 per dictator 


tation at your finger tip...and you 
need never touch a dictating machine, 
never bother with indexing strips, never 
change belts or discs. All you need on 
your desk is the new Satellite .. . takes 
less space than your "phone. Just pick 
up the “mike” and talk . . . push but- 
tons and “Magic Memory” do the rest. 
Record thoughts while fresh in mind, 
answer correspondence, relieve busi- 
ness pressures. Suddenly you’re more 
efficient ... work gets done faster, more 


those really important jobs . . . your secretary takes over 
much of your detail work ... you complement each other’s 
productive time. 
And now, you can have your own Private Satellite, or you 
can equip your offices with a complete Satellite System at a 
price you want to pay. That’s right, all the advantages of 
modern dictation for only $161 equipment cost per dictator 
. and machine manipulation is gone forever . . . it’s all 
. done with “Push Button Magic’. Mail coupon below ‘for 
“< brochure describing today’s most advanced dictating system. 


eal 
O “9 


SOUND@SCRIBER 


DICTATING SYSTEMS FOR THE OFFICE OF THE SPACE AGE 
The SoundScriber Corp., Dept. MMS-8 

6 Middletown Ave., North Havén, Conn. 

Name 
Company 


PROGR CSS ee 
City State 
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accurately. You have more time for 


..can help you 


ViSIrecord Systems Specialists have 
the know-how to analyze your 
record-keeping set-up. Their 
experience and the facilities avail- 
able to them will enable them to 
provide you with a time and 
money-saving system. Write to 
Dept. MM-3 for case histories on 
above and any other applications. 
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The world’s fastest visible record keeping system 


here’s 


how 
WIsIrecord 


split-second record location 


--- at 
KELLOGG CO. 


accelerated processing 33%... 


One VISIrecord system now handles 
the scheduling and controlling of 
preventive maintenance for 96 
departments. Processing of requisi- 
tions was accelerated at least 33%. 


Bruce ky 
J. W. ROBINSON, CO. 


reduced inventory time 
248 man hours... 


The V/SIrecord furniture unit con- 
trol system also helped increase 
turnover from 2.8 to 3.5, reduced 
merchandise return by 10% and 
cut delivery time. 


eee CAT 
FRIDEN, INC. 


allows automatic preparation 
of 98% of needed purchase 


order information 


Built around V/SIrecord edge- 
punched cards, and the famous 
Friden Flexowriter,the almost totally 
automated purchase order system 
at Friden’s Rochester, N.Y. plant 
keeps materials flowing to every 
production area. 


VISIrecord, Inc. 


375 PARK AVENUE, NEW YORK 22, NEW YORK 
SYSTEMS SPECIALISTS IN PRINCIPAL CITIES 


formed by two machines operating 
in tandem—an adding-listing check- 
writer and a signer. 

As checks are completed, they 
are automatically delivered to a 
locked vault. 

Totals or subtotals can be taken 
at any time, but a total lock device 
prevents unauthorized persons from 
clearing the machines. 

A nine-bank keyboard can write 
checks up to $10 million. 

If youd like more details on the 
Todd check processor, circle num- 
252 on the Reader Service Card. 


TIMEKEEPING 


New unit ties attendance 
in with IDP system 


An attendance recorder, devel. 
oped by Data Systems Division 
American Electronics, Inc., reads 
plastic employee identification card: 
directly and transmits “in” anc 
“out” time directly to the Account 
ing Department. This eliminate: 
consumption and processing of con. 
ventional time cards. 

For flexibility, the digital clocl 
can provide direct readout or datz 
can be transmitted to a remote 
master clock. 

For technical details, on this peri- 
pheral attendance recorder, cirelc 


number 230 on the Reader Service 
Card. 


LIGHTING 


Now you can lease 
your entire lighting system 


Under a new nationwide Lease. 
Light plan, introduced by Smith. 
craft Corp., modern fluorescen 
lighting can be installed in old o 
new buildings on either a five-yea: 
rental or time payment basis. 

Minimum contract price, com 
plete with installation costs, is $1, 
250 with no upper limit for exten 
sive lighting systems. Stated on % 
square foot basis, a plant can b 
lighted for as little as three-quarter: 
of a cent per square foot per month 
office areas at 1% cents. 

The plan is available whether you 
Own or rent your quarters. 


If you wish more details on thi 
Lease-Light plan, circle number 20 
on the Reader Service Card. 


MANAGEMENT METHOD: 


BEAUTY * COMFORT ° TEXTURE 
PERFO ANCE 


J.S. NAUGAHYDE’ U.S. KOYLON tarex roam nvsper 


finest in vinyl uphols i 
yl upholstery genuine latex foam rubber for the finest in cushioning 


Office Furniture by the Boling Chair Co., Siler City, North Carolina 


First impressions are important but the remembrance of real comfort 
is even more lasting. You can have both — with the wonderful combina- 
tion of handsome Naugahyde upholstery and the unbeatable bliss of 
Koylon Foam cushioning. Try it first on your own executive chair. You'll 
like the colorful, luxurious look of Naugahyde. And you'll feel like a new 
man at the end of the day when you enjoy the relaxing and properly 
balanced comfort of Koylon. Durable, easy-to-clean Naugahyde and 
“breathable” U.S. Naugaweave are available in almost countless patterns, 
And for perfect seating comfort, ask for new economical 


Cds ins 
a Nrawaweave 


“Koylon’ 


LATEX 
Pom Saar Cashirrtny 


colors and textures. 
U.S. Koylon Pin Core Foam. 


United States Rubber 


RUBBER Mishawaka, Ind. In Canada: Dominion Rubber Company, Ltd. 


Coated Fabrics and Koylon Seating Dept., 
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... $mall-volume users can dras 
reduce the cost of engineering-d 
reproduction. 


Now, regardless of your eng 
ing-drawing-reproduction need 
can enjoy the tremendous Savi 


y Y time, space, and materials of a 
a KR ized microfilm system. 

Formerly, such economies... from $ 
to $100,000 annually ... required a su 
tial volume of reproduction to make th 
tem feasible. 

Today, an ingenious new xerograph 
vice called a XeroX® Copyflo® 1824 pz 
brings the same proportionate bene 
small-volume users as to large. 

The Copyflo 1824 printer makes 18” 
prints, or smaller, on ordinary paper 
extremely low cost. Also reproduces o 
lum and offset paper masters. 

Prints are made automatically .. 
emerge dry, ready for immediate use, a 
as four a minute. And the quality of 
duction is excellent. The image is blac 
white and won’t rub off. There is no od 
waste, and the paper may be written or 
pencil or pen. 

No need now for vast files of engine 
drawings. Microfilm aperture cards tak 
a fraction of conventional space. And, 
graphic prints are so inexpensive, yo 
gineers can discard them after use. 

Write today for 1824 booklet givin 
full benefits you can expect from a C 
1824 printer. HALOID XEROX ING., 60- 
Haloid St., Rochester 3, N. Y. Branch | 
in principal U. S. and Canadian cities. 
Seas: Rank-Xerox Ltd., London. 


SIMPLE AS ABC 


A. Operator insert 
microfilm apertur 
card, 


B. Next, inserts sheet 
of ordinary paper, vel- 
lum or offset master 
material. 


C. The first print i 
automatically deii 
ered in 30 seconds 
subsequent prints (c 
the same or differe 
drawings) every 1 
seconds. 


XeroX Copyflo 1824 Printer 


x reduction 
mntinued from page 54 


iggested that the following method may achieve the 
sired result. 

Suppose Mr. B, employed by a small company he 
oes not control, is being paid a salary of $25,000 plus 
‘bonus which averages $15,000. He is 55 years old. 
le now enters into a 10-year employment contract 
yhich provides that his annual salary shall remain at 
25,000 but that the bonus will be payable in monthly 
stallments for ten years beginning at age 65 when he 
ans to retire. This would mean that at his retirement 
e company could owe him $150,000. 

At the time of the employment contract, the com- 
any would enter into a trust agreement with a trust 
mpany. This agreement would cause the company 
ach year to deposit with the Trust Company a sum 
ual to the amount of the bonus payable to B. All 
come from the funds in the trust would be payable 
the company in annual (or more often) payments. 
n the date when B becomes 66, one-tenth of the total 
rincipal sum will be repaid to the company, this to 
ntinue annually until the fund is exhausted. The com- 
any, in turn, is to disburse such payments to B, when 
would be entitled to deduct the payments annually. 
It is believed that this arrangement may give B ade- 
uate protection without causing him to be taxed at 
ae time the trust deposits are made. B would seem to 
ave no rights in the trust, present or future—since it 


lo matter how noisy the loca- 
tion—Burgess-Manning ‘Hear- 
Here’ Acousti-Booths permit 
phone conversations with the 
privacy and quiet of the home. 


Unique Design of Acousti-Booth 
makes possible multiple 
installation in less space. 


Burgess-Manning ‘‘Hear- 
Here” Acousti-Booths offer these 
distinctive advantages: ® no 
noise in @ no conversation out ¢ 
“vacuum quiet” @ doorless © no 
odors ® no glass to break ® no 
hinges to stick @ no dirt-collect- 
ing corners. 


half circle 
against wall 


\ 
\ 


90° corner 


A completely new “theft- 
proof” mounting bracket makes 
the phone an integral part of 
the “Hear-Here” Acousti-Booth. 

sides against Also available are side or back 
rol brackets for easy, quick mount- 
ing of booth. 


backs against 
wall 


Today... write for 
Bulletin No, A-142-4U 
for complete details 

of Mode! 45 ‘‘Hear-Here”’ 
A cousti-Booth—Also 


other models available. 
EET EO ae ee ee ee 


URGESS-MANNING COMPANY 


Architectural Products Diuision 
749 East Park, Libertyville, Il. 


silage B 
<0 


(Circle number 111 for more information) 


\UGUST 1960 


TOGETHERNESS 


WITH 


BENTSON 


MODULAR FURNITURE 


Steno pool or sales center? Whatever your re- 
quirements, Bentson modular units combine to 
bring top efficiency and eye appeal to the job. 
Work flows smoothly with groupings such as 
this! Hundreds of possible layouts, limited only 
by your needs and your imagination. Styled and 
built for a lifetime of luxury . . . with scores of 
solid and two-tone color effects based on 11 
different decorator enamels! 


Just out! Full color brochure! See your 
Bentson dealer, or write — 


Mareen ak oid ye ale tik “ala ee er 
q 
{ Please show me how | can pull my office together, H 
in less space, with modular furniture in lifetime 
steel, Send your new brochure to: { 
i NAME { 
: COMPANY 
‘ ADDRESS 
t i 
‘| 1 
f { 
i \ 1 
_ MFG. CO. | 
§ a = 
658 Highland Ave. H 
i Aurora, Illinois 1 
pa jamie faye A aii, AYA phn as ea | 
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Be 


PROJECTS ANYTHING 


A PRINTED PAGE 
. TOUT PREPARING 
A SINGLE SLIDE 


NEW BESELER 


VU-LYTE I 


PROVIDES INSTANT, 


NO COST 


LARGE SCREEN VISUALS 
FOR... SALES MEETINGS, 
PRESENTATIONS, EXECUTIVE 

MEETINGS, PERSONNEL TRAINING, 
SALES PROMOTION, PUBLIC 

RELATIONS PROGRAMS, 
REPRODUCTION OF ART OR 

ENGINEERING DRAWINGS 


Thanks to the miracle of the new Beseler VU-LYTE IT Opaque Projector, 
you’re ready—in minutes—to make a professional visual presentation 
without the delay and expense of preparing slides. Take almost anything 
opaque — put it in the machine and it's on the screen — in full color, 10 
times bigger than life, even in partially lighted rooms. Projects directly 
from solid objects, magazines, newspapers, books, charts, maps, photo- 
graphs and advertising layouts. It’s also an ideal tool for engineering 
and art departments—projects sketches, blueprints, paintings, etc., to 
any size desired for painting or drawing directly over enlarged image. 

Beseler VU-LYTE II, the most widely used opaque projector in the 
world has exclusive features available on no other projector including: 
Feed-O-Matic Conveyer Belt that crank feeds continuous copy ... High 
Luminosity Optical System for bigger, brighter images . . . Built-in 
Projection Pointer that produces brilliant, sharp arrow anywhere on 
screen... Rugged yet lightweight construction, weighs only 29 pounds, 
a truly portable instrument. 


Find Out Now How Beseler VU-LYTE II Lets You ‘Select and 
Show’’ instantly without preparing slides. Write for complete 
illustrated information. 


os 


4 CHARLES BESELER COMPANY 
220 South 18th St., East Orange,N.J. 
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merely provides a collateral fund to assure perform 
ance of the contract. 

However, in view of the Treasury's long-time insist 
ence upon the imposition of substantial conditions, thi 
new type of plan ought to be cleared with the Treasur 
to assure safety in its adoption. 


Different “taxable years” 
created by the new code 


A change in corporate domicile does not create a nev 
taxable year. 


A strict interpretation of Code Section 381(b) seem 
to indicate a radical change with respect to the require 
ments for filing returns for companies which have en 
gaged in certain types of reorganizations. Such chang 
could have a substantial effect upon the determination 
of refund claims due to carrybacks. 

For example, assume that Corporation X acquirec 
substantially all the assets of calendar-vear Corporatioy 
Y in exchange solely for voting stock in Corporation > 
(a “C” type reorganization) as of September 30, 195§ 
Assume further that Corporation Y had an operatin; 
loss for the period January 1 to September 30, 1958 
and taxable income from October 1 to December 31. 

Under Code Section 381(b)(1), the taxable year o 
Corporation Y ended September 30, 1958, despite th« 
fact that it remained in business until the end of the 
calendar year. A return should be filed for the shor 


Not all Magliner Magnesium Dock Boards are 914 years 
old. Some are even older, and thousands are newer. The 
old ones, you see, sell the new ones as more companies 
discover that /onger quality and /onger service life are built 
into every Magliner. They’re man savers, time savers, 
money-savers, too! Send today for your copy of ‘Difficult 
Dock Problems’”—the bulletin that helps you spot and 
correct high-cost dock loading problems. 


MAGLINER 
MAGNESIUM DOCK BOARDS 


Request Bulletin DB-204, Magline Inc., P.O. Box 48, Pinconning, Mie 
(Circle number 158 for more information) ; 
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eriod ended September 30 and the loss for that period 
arried back to the year 1955 of Corporation Y. 

If, on the other hand, Corporation Y had taxable in- 
‘ome for the period January 1 to September 30, 1958, 
ind a loss from October 1 to December 31, it appears, 
iccording to Code Section 381, that the loss should be 
rarried back to 1956 of Corporation Y, 

This is a substantial change from the procedure 

Which would have been followed under the 1939 Code, 
since under that law the taxable year would not have 
nded on September 30 and only one return would 
ave been required for the full calendar year. Net losses 
Yor that year would be carried back two years. 
On the other hand, in a reorganization involving “a 
ere change in identity, form or place of organiza- 
ion, however effected” (an “F” type reorganization ), 
he taxable year of the corporation in accordance with 
Code Section 381(b)(1) does not end on the date of 
the reorganization. If Corporation S changed its state 
f incorporation from Pennsylvania to Delaware, on 
September 30, 1958, and is a calendar-year taxpayer, a 
-eturn need only be filed for the full calendar year. 


ust operating loss carryover be annualized? 
he following construction in the taxpayer's favor 
would appear warranted. 


When a change in accounting period is requested, it 
s necessary to annualize income for the short taxable 
period, and compute the tax on the basis of the an- 
ualized income. If a taxpayer should have a net op- 
erating loss carryover, a question arises whether the loss 
arryover has to be applied against annualized income, 
r only against actual short period income. 

It would seem that the latter is the case. Regulations 
.172-4(a) (3) state in part: “The amount which is car- 
ried back or carried over to any taxable year is the net 
perating loss to the extent it was not absorbed in the 
omputation of the taxable (or net) income for other 
axable years. .” (Italics supplied.) Section 443(b) 
(1) which requires annualization for tax computation 
purposes states in part: “. . . the taxable income for 
the short period shall be placed on an annual ba- 
sis... . (Italics supplied.) This recognizes that “the 
taxable income” is the actual taxable income for the 
short period rather than the amount arrived at by mul- 
tiplying taxable income by twelve and dividing the re- 
sult by the months in the short period. 


Corporate directors not includable 
in profit-sharing plans 

It has been learned that the National Office of the 
internal Revenue Service has issued a private ruling to 
the effect that corporate directors serving as members 
of the executive committee but not otherwise officers of 
he company are not “employees” and may not be in- 
sJuded in a qualified profit-sharing plan. Their inclu- 
ion would result in the plan’s failure to qualify and 
oss of the related tax benefits. 

The private ruling is consistent with Revenue Ruling 
97-246, I.R.B. 1957-23,15, which holds that compensa- 
ion paid to members of an executive committee of the 
soard of directors when serving as such and not as of- 
icers of the corporation is not “wages” subject to Fed- 
ral employment taxes. @ 
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Multi-purpose 
‘use of space.. 


WITH 


HOWE FOLDING TABLES 


)\ Pedestal 
leg style 


Budget-priced! HowLite plastic top folding tables are priced 
below tables with plastic laminate tops. HowLite is unharmed by 
soaps, water, bleaches, greases. The resilient vinyl] content of 
HowLite plastic subdues silverware clatter, protects china from 
breakage. “Golden Birch” pattern can’t wear away. For data, use 
coupon below. 


For easy han- 
dling and stor- 
ing, use HOWE 
Folding Table 
and Chair 


Trucks. Avail- 
able in 12 
styles and 
sizes. 


Eases handling and storing. Hows folding chair and 
table trucks have welded steel frames of 2” x 2” x 4%” thick angle 
iron. 6’ and 8’ long HowE table trucks carry 10-12 units. HOWE 
chair trucks come in 5, 6, 7, 8 ft. lengths. Available in upright and 
understage storage models. HOWE’s round banquet table trucks 
handle 48”-72” dia. tables. All HOWE trucks roll easily on 4”, hard 
rubber, ball bearing casters. For information, use coupon below. 


Open, the 


HOWE Mobil- 
Matic 12 unit rolls on 
seats 14 com- ‘ aa its own cast- 
fortably. yee ers. ; 


Folded, the 


12 ft. folding conference table. The Howe Mobil-Matic 
“12” seats 14 people comfortably, folds easily and compactly, rolls 
away on 4” swivel casters. Counterbalanced spring tension and syn- 
chronized action make opening and folding almost effortless. Genu- 
ine walnut-grained Formica top. Self-edged or anodized aluminum 
molding. Understructure plated with bright, rustproof, Cadmium. 
Get literature on HOWE mobile units. Use coupon below. 


HOWE FOLDING FURNITURE, inc. 


1 PARK AVENUE, NEW YORK 16, N. Y. 


Free 


| HOWE FOLDING FURNITURE, INC. j 
1 Park Avenue, New York 16, N. Y. MM-80 


Please send me illustrated literature describing the j 
] following: HOWE Chair and Table Trucks(] 
HOWE Mobil-matic Units HowLite PlasticTop() 


l Name = 
Title 


| [' I 


pan — 


Institution 
] Address 
] City a __Zone State __ 


Choose from over 
170 HOWE units... 
For illustrated liter- 
ature, act now! 


(Circle number 122 for more itorim...on) 


71 


KEEP YOUR TRUCKS ON THE ROAD 
AND OUT OF THE SHOP! 


jow, with Hertz Truck Lease Service, you can get 
pur trucks out of the repair shop for good—and 
»ep them back on the road full time. Forget about 
pair problems. When you lease from Hertz. trucks 
'e kept in top operating shape with a proven pre- 
pntative maintenance program. And, with Hertz 
ruck Lease Service, your capital is released for vital 
asiness improvements. 


lertz will give you cash for your present trucks. 
jou get new GMC, Chevrolet or other sturdy trucks 
‘your choice—all bearing your company identifica- 
jon —all custom-engineered to your specifications. Or 
jour present trucks can be reconditioned and leased 
ack to you. Hither way, you’re out of the truck and 
pair business. And you’re back in your business 
ll-time with new found capital that’s ready to work. 


x 


Just one budgetable check per week includes these 
Hertz services: complete truck maintenance, garag- 
ing, washing, licensing, insurance and emergency road 
service. Hertz will also provide replacement trucks 
when needed —and extra trucks for peak periods. 


Hertz gives you more—much more! You benefit from 
the experience of the oldest, most respected name 
in truck leasing. You benefit, too, from the con- 
venience and efficiency of fully-staffed, fully-equip- 
ped Hertz local truck stations throughout the U. S. 
and Canada. Call your local Hertz Truck Lease 
office for details. Or write for this booklet —‘“How 


To Get Out of the Truck Busi- 
HERTZ 


ness’’—to: Hertz TrRucK 
TRUCK LEASE 


LEASE, Dept. D-8,660 Madison 
Ave., New York 21, N.Y. 


(Gyan — eo) 
—S = = HERTZ ALSO RENTS 
TRUCKS BY THE HOUR, 


DAY OR WEEK 


Pee eS tea TRO tat more intoOrmaton) 


CONTROL AT UNITED 


“Moore forms help us 


complete reservations 


5 times faster” 


United Air Lines’ automated reservation system has 
given the company tighter control of space on its Main- 
liner flights. The chances of over- or under-selling 
seats have been reduced; waiting list passengers get 
seats more often; there are fewer expensive “no shows.” 
Other benefits to United include end-of-day statements 
of bookings, and more accurate and up-to-date sum- 
maries for analysis. 


The System is built around a network linking all ticket 
agents with a single electronic computer in Denver. 


Booking information for round-trip or stop-over flights 


Build control with 


M.L. Perry, Director of Reservations, United Air Lines 


is sent manually by teletypewriter from the booking 
office to Denver. This comes out as punched tape, 
coded to produce a punched card for each airport on 
the passenger’s route. The cards are fed into the com- 
puter, which accepts the information and issues a status 
message further confirming the reservation. A new tape 
is made from the cards, which are then used for statis- 
tical reports to management. 


Confirmation is sent, using the second tape, and 
printed automatically by teletypewriters in the down- 
line offices on a card. In the past, the facts were tran- 
scribed by hand. Machine printing has cut out this 
bottleneck. Personnel morale is better now that this 
boring job is gone. The chances for error are reduced. 
The cards are continuous forms, specially designed by 
Moore. They are United’s control in print. 


“The Moore man’s advice on systems paperwork helped 
us a great deal when we set this system up,” said M. L, 
Perry, Director of Reservations at United Air Lines. 
To find out how the Moore man can help you get the 
control your business needs, whatever its size, write 
the nearest Moore office. 


Moore Business Forms, Inc., Niagara Falls, N. Y.; Denton, Texas; 
Emeryville, Calif. Over 300 offices and factories 
throughout the U.S., Canada, Mexico, Cuba, Carib- 
bean and Central America. 


FORMS 


(Circle number 131 for more information) 


74 


MANAGEMENT METHODS 


=, pe Be 7 


S ARE/BEST FOR BUSINESS SYSTEMS! 


NING COPY 


« 


in 
is 


IN 
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A better way to 


run a business 


Here’s a way to 


CUT PAPERWORK COSTS | 
WITH PUNCHED CARD SYSTEM 

Paperwork costs can skyrocket 
when a company’s sales increase 
rapidly, unless effective steps are 
taken. 

This was the situation up until a 
few years ago at L. D. Caulk Co,, 
Milford, Del. Its dental supplies 
business had been steadily increas- 
ing. The cost of handling the result- 
ing paperwork load prevented real- 
izing the full benefit of increased 
sales. 

When studies revealed the ex- 
tent of paperwork costs, a punched 


Copyflex One-Writing System Cuts 
_ Production Order Writing up to 90%! 


card system was introduced which 
reduced costs by almost half. At the 
same time, the new system fur- 
nished more complete reports than 
were provided by the old method. 


For instance, some 4,800 bills 


used to be processed manually each 
month. In addition to being costly, 


(GRUNING ), 


With modern Bruning copying ma- 
chines, information for ordering and 
reordering parts, sub-assemblies, and 
final assemblies is written only once. 

Process Engineering enters manu- 
facturing information on a combina- 
tion production order and operations 
sheet, printed on inexpensive trans- 
lucent paper. A reproducible copy — 
made by Copyflex on easy-to-erase 
matte film — is used over and over 
again by Production Control for re- 
production of orders and all related 
records. 

To re-issue orders, Production sim- 
ply changes the variable order infor- 


mation on the film and makes Copy- 
flex copies (white or colored) to serve 
as new production orders, material 
requisitions, travelers, etc. No rewrit- 
ing or proofreading. And because 
Process Engineering holds the origi- 
nal operations sheet, only latest man- 
ufacturing information is used for 
production. 


Best for business systems, Copy- 
flex machines are flexible and eco- 
nomical — letter size copies cost only 
a penny each for materials. You owe 
it to yourself and your company to 
investigate Copyflex savings by mail- 
ing the coupon. 


Charles Bruning Co., Inc. 


Copyhtex 


Dept. 8-G 
1800 Central Rd., Mt. Prospect, Ill. 


Offices in Principal U.S. Cities 
In Canada: 103 Church St., Toronto 1, Ont. 


(_] Please send me information on Copyflex for 
Production Control. 


Name Title 
Company 

Punched cards are processed on Rem- rep hae, 

ington tabulator which automatically 
City County State 


prints out invoices at L. D. Caulk Co. 
(Circle number 110 for more information) 
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the method was slow and subject to 
inaccuracies. 

As the orders came in, clerks 
would create bills on typewriters. 
Prices were calculated and entered. 
The bill followed the order to the 
plant for manufacturing, then to 
shipping where information such as 
shipping routes, insurance rates, 
etc. was added. From these bills, 
statements were prepared monthly. 

The preparation of sales analysis 
reports, accounts payable, yearly 
inventory lists, and equipment de- 
preciation was equally slow. To 
speed paperwork processing, a com- 
prehensive Remington Rand _ sys- 
tem was installed which stream- 
lined every step in the operation— 
from order processing and invoice 
writing right on through to utilizing 
microfilm to conserve records’ stor- 
age space. 

There were two immediate re- 
sults from the new system, Con- 
troller Franklin E. Lynch reports: 

1. Eight of 22 clerks were shifted 
to other more important jobs within 
the organization, halving payroll 
costs in the clerical office. 

2. Paperwork processing was 
stepped up. Preparation of the 


Data on pre-punched master is trans- 
ferred by Card-o-Matic to new card 
with variable data entered in unit. 


yearly inventory report, for exam- 
ple, was reduced from 2% months 
to five days. 

Briefly, here’s how the new sys- 
tem works. A pre-punched master 
card is made for every item manu- 
factured. A pre-punched master 
card is also made for every cus- 
tomer. 

Thus, when an order comes in, a 
clerk merely selects the right com- 
binations of cards from the file and 
inserts them in the Card-o-Matic 


punch, which reproduces all the in- 
formation on one new card. The 
clerk only has to enter a minimum 
of variable information, such as the 
date, order number and quantity 
ordered. Master cards are then re- 
turned to the file for later use. The 
new billing cards are automatically 
extended to give the total amount of 
the bill. 

These cards are then processed 
on the tabulator and customer in- 
voices are printed out automatically. 
All of this work used to be done 
manually. Now only about 5% is 
done manually. 

These same billing cards are used 
to prepare sales analysis reports, 
When put in the electronic sorter, 
the cards can be segregated in a 
variety of ways so as to create re- 
ports by territory, by customer, and 
by item. Each month a complete 
sales report goes to the salesmen to 
show them how they are doing in 
relation to quotas. 

To prevent all of these reports 
and invoices from taking up too 
much storage space, records are 
microfilmed on a Dual Film-a-rec- 
ord camera which photographs both 
sides of a document in one pass 


How active microfilm speeds 


re 
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through the machine. Nine years of 


records are housed in an Aristocrat 
file only 2% feet wide. 

As paperwork volume increases, 
the present equipment will be able 
to handle it with only minimal in- 
crease in staff. 


Here’s a way to 


BOOST QUALITY LEVEL 
WITH SIGNAL SYSTEM 

At Dominion Electrohome Indus- 
tries, Ltd., Workmanship Quality 
Level charts are keeping output at 
new quality highs. 

A chart hangs above each assem- 
bly line in view of all employees. 
Painted a brilliant yellow, the chart 
shows two sets of figures. Vertically 
are printed percentage points from 
99.850% to 100%. The days of the 
month appear horizontally. 

A red bar charts quality progress 
from day to day. Specifically, each 
line shows the level for all employ- 
ees on the line in terms of number 
of correct electrical connections 
made in whatever is being assem- 
bled—TV, radio, hi-fi sets or phono- 
graphs. 

The signs also bear three zones 


of quality. The good or acceptable 
zone flashes a green light as long as 
line workers produce at that quality 
level. 

If the percentage slips between 
99.875% and 99.915%, an amber 
light signals there’s some room for 
improvement. When the red light 
goes on at 99.874%, it warns that the 
whole line must improve. 

In the first three months the zone 
signals have been charted, the red 
lights have not flashed once, Qual- 
ity Control Supervisor Graham 
Band reports. Further, the amber 
lights have blinked on only infre- 
quently at this Kitchener, Ontario 
plant. 


Here’s a way to 


REDUCE TARDINESS 
WITH HONOR SYSTEM 

Asprow-Nicholas, pharmaceuti- 
cal firm in Slough, England, decid- 
ed to scrap its time clocks and sub- 
stitute the honor system. 

In the first three months the on- 
your-honor plan has been in effect, 
late arrivals among its 700 workers 
dropped from 2% to 0.6%. 


Personnel Manager H. E. Cree- 
don reports when time recorders 
were used, workers only worried 
about clocking in on time, then 
loitered on the way to their work 
stations. 

Management is extra pleased 
with the results of the new honor 
system. Employees have responded 
favorably to their new sense of res- 
ponsibility, settling down to work 
on the dot. 


Here’s a way to 


DERIVE DOUBLE DUTY 
FROM TRADE SHOW 

When you dismantle your trade 
show display, don’t just discard or 
store it. Find another immediate 
use for it. 

For instance, the Deming Co., 
maker of pumps and water systems, 
gets double duty from each display. 

When an exhibit closes, Sales 
Promotion Manager George E. 
Trisler has the display shipped to 
Salem, Ohio, headquarters. There 


it’s set up in the lobby on view for 


all visitors. 


If you have several . plants, 


paperwork and cuts costs! 


@ It’s amazing the things that modern microfilm can do 
to save time, money, and improve efficiency in busi- 
ness. Take cycle billing for example. When sales slips 
are on microfilm there’s no need to type detailed in- 
voices. There’s no need to collect bulky files of hard- 
to-handle paper. At each billing period a minimum of 
information is typed on the customer’s invoice—just 
the date and the total amount purchased. Then both 
the invoice and the original sales slips are sent to 


the customer. 


Mi Suppose there’s a need to refer to an individual 
sales slip or to check the slips covering an entire day’s 
transactions. It’s simple. Microfilmed sales slips can 
be found faster than the original paper form. 

@ Microfilmed sales slips come to life in seconds with 
Reader-Printer. 


a THERMO-FAX 


JTUINNEsota 
TVIINine and 


TVUIANUFACTURING COMPANY 


.. WHERE RESEARCH IS THE KEY TO TOMORROW 


ST. PAUL 6, MINN 


THE TERM ‘'THERMO-FAX" 1S A REGISTERED TRADEMARK OF THE 3M COMPANY 
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“Filmac 100” 


J lhermo-Fax 


“FILMAC” ta 
READER-PRINTERS 


SS vE 
passe ZZ 


(3M ) ; Microfilm.” 
‘ Z Yi Name_ 


When prints are needed a touch of a button provides 
an enlarged, clear working copy. 

@ Cycle billing may not be your paperwork problem. 
This is just one example—there are many more— 
where microfilm and THERMO-FAX “Filmac 100” 
Reader-Printers are raising efficiency and lowering 
overhead in business and industry. 

@ THERMO-FAX “Filmac’’ Reader-Printers make 
microfilm work easier than paperwork. There are 


many ‘“‘Filmac’’ Reader-Printers actively at work to- 


aes 
, 


day in department stores, banks, hospitals, libraries, 
title companies, and almost every type of business. 
We invite you to take a new look at microfilm now. 
Mail the coupon for a free copy of ‘“‘Let’s Take a 
Positive Look at Microfilm”. . 
let about modern microfilm at work. 


. a twelve page book- 


¥ Minnesota Mining and Manufacturing Company 
Dept. FBM-80O, St. Paul 6, Minnesota en 
Please rush me a free copy of ‘‘Let’s Take A Positive Look at 


Title ia 


eee sere e eee 


: Compan\ =e 
: Address aes! 
: City 4 z a 
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Money not collected after 
90 days spells TROUBLE 


When any account becomes more than 90 days “past 
due”, you’re in trouble. An account that old is worth 
only 90¢ on the dollar, and as the account gets older, the 
amount you can expect to collect gets proportionally 
smaller. After 180 days, your account is worth just 67¢ 
on the dollar. And after one year, you'll be lucky to collect 
46¢ on every dollar owed you. 


So before your past due accounts start to grow whiskers, 
why not let B&B give them a quick shave? We’ll do it care- 
fully, tactfully, with lots of soothing lather. Why, you can 
even have your customer back after we collect. He’ll want 
to come back, too—and he’li thank you for the business- 
like way we handled his temporary embarrassment. Let us 
tell you more. 


Commercial Collections Everywhere Phone collect, or 
write today for 


Blue Book ‘‘free 
demand”’, plus rates 4 


= \z. 


and full information —_yQawMeoAL SION 
ea”. 


BIEFHLS& BIEHL 


7th Floor, Transportation Bldg., Chicago 5, Ill., HArrison 7-2368 


(Circle number 109 for more information) 


spacefinder “filing system 


*successfully saving time, space 
and money in thousands of offices 


Revolutionary new Spacefinder Filing System gives savings up to 50% in clerical 
time, floor space, and cost—while affording the same dust, dirt and fire protection 
as drawer files. Write for Planning Kit and Free Catalog. 


*Can you identify the six filing applications above? (1) Medical records files 
in an outstanding Pennsylvania hospita!. (2) Blueprint files in engineering 
section of a leading manufacturer of data processing equipment. (3) Mort- 
gage loan files in a prominent Los Angeles savings and loan company. 
(4) Terminal digit filing in Auto Use Tax division of the Department of 
Motor Vehicles in a large Western state. (5) Saving space in the one-girl 
personnel office in a national airline regional 
office. (6) Beauty and orderliness in the home * 


office of a major western insurance company. TA Ee 


Free Planning Kit shows how Spacefinder Filing System can save time, rRODUCTS co. 
space, and money in your office. Write to Free Planning Aids, Tab Prod- 
ucts Co., 995 Market Street, San Francisco 3. 


(Circle number 141 for more information) 
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branches or distributors, you can} 
get added mileage from each dis-. 
play by periodically routing them 
to various locations. j 


Here’s a way to 


TAKE TO ROAD 
FOR TRAINING 

Telautograph Corp. hit the road. 
last spring with two mobile train-- 
ing vans to speed and improve field | 
service training and facilities. 

Each van is completely equipped | 
and manned by two training in-- 
structors. 

The traveling training plan has 
provided one .and in some cases 
two training sessions a year to each 
service unit throughout the country, 

The vans, too, have resulted in 
extending national service depots 
from a total of 109 to 151 outlets 
for this Los Angeles maker of elec- 
tronic communications equipment. 


Here’s a way to 


USE MINIATURES FOR 
GRAPHIC DEMONSTRATIONS 

If your products are too big for 
your salesmen to carry around, why 
not furnish them with scaled down 
models. 

For instance, representatives of 
Kelley Co., Milwaukee, were hard 
put to effectively demonstrate how 
its equipment helps solve dock 
loading problems. 

Now, thanks to a miniature mo- 
del demonstration kit, actual dock 
loading facilities can be quickly and 
graphically demonstrated on the 
prospect’s desk. 

All the necessary units—truck 
trailer, fork truck, dock plates, 
simulated loads, and dockboard are 
easily carried in a brief bag. 

Kelley salesmen report the minia- 
ture dock facilities make it much 
easier to clinch orders. 


Eres 
i 


Complete dock facilities housed in at- 
taché case make demonstration easy. 
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Howe Folding Furniture, 

INCe. <a ge eee 73 
Agency: Lawrence Peskin, Inc. 
Laborent; hes cy es eee 2 
Agency: Johns Frankel Co. 

Leopold Co. ..... Back cover 
Agency: The Biddle Co. 
MacPanela Gon mitment 15 


Agency: Lavidge & Davis, Inc. 


NOW! PRINTED PIECES 


(BM type 407 or 
Addressograph electronic 
facsimile tape labels 


gummed or ungummed 
33-to-a-sheet labels 


roll strip labels 
Or continuous pack 
form labels 


cut labels 
A" x 2%" to 3%" x 5” 


Applies labels addressed from your punched cards, plates, stencils 
and other addressing systems. Even applies cut or individual labels! 
Trims costs by applying in excess of 14,000 labels per hour. Handles 


post cards, insertion cards, pamphlets, brochures . . 
. and lightweight booklets, magazines, catalogs and quarter- 


lopes .. 


. all sizes of enve- 


fold tabloids. Compact, too! And so simple that it can be operated by 


your own personnel. 


CHESHIRE 


INCORPORATED 
1644 N. Honore St. 


The Cheshire Model E, 
Write for 

descriptive brochure 
Dept. MM-8 
Chicago 22, Ill. 


(Circle number 114 for more information) 
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158=eMagline, Ines... ee. 70 


Agency: Rossi and Co. 


125 Maine Dept. of Economic 


Development ........ 37 


Agency: Simonds, Payson Co. 


126 Marsh Stencil Machine Co. 16 


Agency: H. George Bloch, Inc. 


127 = =Mills Co. . 


Agency: Carr Liggett Adv., Inc. 


128  Minneapolis-Honeywell 


Datamatic Div. ...... 33 


Agency: Batten, Barton, Durstine & 
Osborn, Inc. 


‘. Bell & Howell 
fe Phillipsburg 


.. Inside front cover 


HAVE YOU CAUGHT UP WITH AUTOMATED MAIL PROCESSING? 


PHILLIPSAURA, New JERSEF 
Lincs m Innering and Macong Mh Coma 


BY THE CARLOAD OR ONE AT A TIME 


Advertisers 


Key Page 
129 Minnesota Mining & Mfg. 
CO site oe Stes 76-77 
Agency: Erwin Wasey, Ruthrauff & 
Ryan, Inc. 
130 Monroe Calculating 


Machine Cow .oat3 E AVE 
Agency: L. H. Hartman Co., Inc. 


131. Moore Business Forms, Inc. 74 
Agency: N. W. Ayer & Son, Inc. 


National Cash Register Co. 
Agency: McCann-Erickson, Inc. 


Business Machines .... 13 


132 
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Goren, Saith & Ross Comp 
$52 Pinetree Drive 


Anyvnere, U.S.A. 


Uncle Sam gives no postage discounts, but... 


A PHILLIPSBURG INSERTER 
will save 80% and more on 
your mailing costs! 


There are no bargains in postage, 
but you can reduce mail proces- 
sing costs. The Phillipsburg 
Inserter automatically does the 
costly hand labor jobs of gather- 
ing,nesting, inserting and sealing. 
Then inthe same continuous 
sequence, imprints postage,counts 
and stacks up to 6,000 pieces of 
mail an hour. 


A completely automated mailing 
department in one compact ma- 
chine, the Phillipsburg reduces 


FINER PRODUCTS THROUGH 


Bell & Howel 
PHILLIPSBURG INS, 
CHICAGO, ILLIN 


mail handling costs 80%and more; 
reduces time, personnel, waste 
and errors. Even using your 
Phillipsburg just hours a month, 
it is the fastest self-liquidating 
capital expenditure on the books. 


Mail the coupon for complete in- 
formation on how automated mail 
handling can cut your mail costs. 


HAVE YOU CAUGHT UP WITH AUTOMATED 
MAIL PROCESSING? In one continuous se- 
quence the PHILLIPSBURG INSERTER Gathers 
.. Nests... Opens Envelope Flaps . . Inserts 
. . Moistens, Closes, Seals Envelopes . . Im- 
prints Postage . . Counts , . Stacks up ta 
6,000 Pieces of Mail an Hour 


Bell & Howell Company 
14 E, Jackson Blvd., Chicago 4, III. 
Please send MM 8-60 


[a Modern Mailing Through Mechaniza- 
tion brochure 


0 A basic application for my business 
Name== = eee 


Firm 


Street 
City 


Zone—— State 


(Circle number 106 for more information) 
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National Truck Leasing 


System) 6... one | 
Agency: W. S. Kirkland Adv. 


Peterson, Howell & 
Heather, Inc. ..... . oe 
Agency: Emery Adv. Corp. : 


Photorapid Corp. ...... 12 
Agency: Wade Adv., Inc. 


Pitney-Bowes, Inc. ...... 31 
Agency: L. E. McGivena & Co., Inc. 


Reynolds & Reynolds Co. . 21 
Agency: Weber, Geiger & Kalat, Inc. 


Royal McBee Corp. ..... 22 
Agency: C. J. LaRoche & Co. f 
Royal Metal Mfg. Co. ... 61 
Agency: Anderson & Cairns, Inc. 
Ryder System, Inc. .... 10-11 
Agency: Marschalk & Pratt 
SoundScriber Corp. ..... 64 
Agency: Fuller & Smith & Ross, Inc. 
SoundScriber Corp. ..... 65 
Sten-C-labl, Inc.eneeaee 58 
Agency: Gibson-Erlander, Inc. 

Tab Products Cosas 78 


Agency: H. M. Leete & Co. 


Telecontrol Div., Hancock 
Industriess:oe eee 5 


Agency: Dudgeon, Taylor & Bruske, 
Inc. 


Teletype Corps -.245.8 8 62 


Agency: Marsteller, Rickard, Gebhardt 
& Reed, Inc. 


Union Pacific Railroad ... 4 
Agecny: The Caples Co. 


United States Rubber Co. 67 


Agency: Fletcher Richards, Calkins & 
Holden, Inc. 


United Van Lines, Inc. ... 32 
Agency: Kelly, Zahrndt & Kelly, Inc. 


Visireconda caresses 66 
Agency: McClellan Adv., Inc. 


Weber Marking Systems, 
Inch 22's, gene ee 30 
Agency: Roche, Rickard & Cleary, Inc. 


Wellington Sears Co. ... 34 
Agency: Ellington & Co., Inc. 


West Penn Power ...... S 
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Nother example of Addressograph-Multigraph cost-cutting 


caeene ” 


(ES eG AE EO ay 
ANA 


23 Publications 
65,000 Subscribers 
43 Religious Denominations 

8 Community Size Classifications 
400,000 Direct Mail List 

New Orders « Reorders 

Reports « Audits + Renewals 
Customer Activity « Items Shipped 
Promotion « Sales Statistics 
Billing « Accounting Information 
Shipping Information 

Active Accounts 

Inactive Accounts 

Publication Code 

Denomination Code 

Authorizing Party 

Merchandise Ordered 

Quantity Ordered 

Credit Data 


* Addressograph "memory system” saves 


: 


avid Cook Publishing Company of Elgin, 
nois, is one of the world’s largest publishers of 
ligious periodicals. In addition, it sells hundreds 
church and Sunday school items by mail. 

The illustration above gives you some idea of the 
m’s complex statistical and mailing problem. 
ery name on their 400,000 master list must be 
refully coded . .. as to type of subscriber or 
stomer, religious denomination, size of community, 
blication or merchandise received. Accurate 
tistics must be kept on items ordered, customer 
tivity, subscription renewals and expirations. 


Problem: find an economical way to obtain the 
iss of statistical data required for sales, account- 


© 1960 A-M Corporation 


Cutting costs 


is our business 


publishing firm 427000 per year 


ing and promotional purposes... and still maintain 
fast, automatic mailing schedules. 

Solution: a simple, efficient ‘memory system” 
using Addressograph plates... which provides all 


necessary statistics as a by-product of regular 


addressing runs. In addition to increased speed 
and accuracy, the company is saving over $47,000 


a year compared with the previous method. 

Here’s another example of the way Addresso- 
graph Methods save time, cut costs, prevent errors 
and mechanize statistical processing. Ask your near- 
by Addressograph office to show you how they can 
do the same for your business. Or write Addresso- 
graph-Multigraph Corporation, Cleveland 17, Ohio. 


Yi] 


Addressograph Class 2000, available 
with electric selector which qualifies 
Addressograph plates for statistical 
recording and imprinting at the rate 
of 100 per minute, 


*Trade-Mark 


z Addressagraph-Multigraph 


PRODUCTION MACHINES FOR BUSINESS RECORDS 


ERVING SMALL 


BUSINESS 


° BIG BUSINESS * 


(Circle number 103 for more information) 


EVERY BUSINESS 


The Leopold Company: crisp new design in office furniture 


The Template Group combines a clean, almost 
delicate design with the rugged durability that has 
been characteristic of Leopold desks for over 86 
years. Like any of the cabinets pictured, each 
component is functional when used alone, or may 
be combined with others in the group. 


To make this advance styled furniture affordable even 
for the general office, it is being factory produced in 
quantity. You may obtain a free illustrated brochure 

from the Leopold Company, Burlington, lowa. 


(Circle number 100 for more information) 


In addition to cabinets and double pedestal desks, 
The Template Group includes executive and bi- 


level L desks, conference desks and chairs. 


